
OCHESTER, N.Y. 

That's what Pulse says after comparing the March Rochester 
metropolitan survey with recent surveys in all other American cities 
supporting six or more stations. WBBF's share of audience— 
39% mornings, 49% afternoons, 53% evenings-ran off with 
the honors. Influential station? Rochesterians, who applaud BBF's 
shiny new program ideas and who heed and respond to BBF 
editorials, really think so. 
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TERRE HAUTE LEADS... 

• WTHI-TV is the Nation's Number One Single Station Market in Homes 
Delivered Per Average Quarter-Hour (6:00 PM to Midnight— 45,000)* 

TERRE HAUTE LEADS... 

• WTHI-TV reaches MORE Homes Per Average Quarter-Hour than any 
Indiana station** (6 :30-10 :00 PM, Net Option Time, Monday through Sunday) 

EVANSVILLE FORT WAYNE 

Station A-46,800 Station A-29,500 
Station B-25,200 Station B-33,800 
Station C-26,400 Station C-31,200 

TERRE HAUTE LEADS... 

• WTHI-TV i s Your Second "Must Buy" in Indiana 

•Basis March 1962 ARB "Except Indianapolis 



WTHI-TV 

CHANNEL 10 • CBS -ABC 
TERRE HAUTE, INDIANA 



WTHI-TV 
TERRE HAUTE 

53,600 



SOUTH BEND 

Station A-26,300 
Station B-32,300 
Station C-32,300 



Represented by 




Oolorfu 
Mew Orleans 



Only ItfDSU-TV 
telecasts Wgw Orleans' 
exciting events 

liv&in color 
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COUDKPUL STATION] 
IN AMERICA'S MOST 
COUKFUL CITY 
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New Orleans Open Golf Tournament. Covered live and in color by WDSU-TV this year . . . climaxing 4 years of broadcasting this 

all-important event for thousands of local golf enthusiasts. 




Mardi Gras. For many years, WDSU-TV has televised all the gaiety of the Mardi Gras season — day and night parades, masque 
balls and the great day itself. This year, the majestic Rex parade was telecast live and in color by WDSU-TV. 




$50,000 New Orleans Handicap. Richest race of the year at historic New Orleans Fair Grounds. Covered live and in color by 
WDSU-TV, which also televises the Fair Grounds' feature race every Saturday throughout the season. 



Sugar Bowl, /n addition to carrying NBC-TV's traditional Sugar Bowl Football Game colorcast, WDSU-TV telecast live and in 

color the 1962 Sugar Bowl Basketball Tournament. 



want 
to talk 
market? 




SPONSOR has 
assembled 80 separate 
ads showing you how 
different stations have 
tackled the various 
phases of this prob- 
lem. Ads in all sizes 
from a full page 
down to a 1/6 page 
in both color and 
black and 
white. 



Whether you want 
to talk markets, 
uying power, public 
service . . . whatever 
image you want to 
create — you'll find 
dozens of examples in 
this invaluable source 
book — the only an- 
thology of its kind! 
It's bound to spark 
ideas of your own. 
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THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



SELLING THE 
UPPER MIDWEST? 



ARTICLES 

ARB's new data puts admen in 'qualitative quandary' 

29 sponsor's computer report no. 4 presents latest developments in the 
demographic dilemma, reveals ARB's Yi2-T)3 formats, Nielsen Co. position 

Etv gets big business boost 

33 "The 4th Network.' with its fast-growing educational tv -eruVe, has large 
roster of underwriters, including IBM. Humble Oil. and \merican Cyanamid 

Look Dad, the Timebuyer's Twist! 

36 sponsor spoof tells how young Madison Avenue timel>u\er at Mashie, 
Slice, and Niblick invents the Twist and climbs from clerk to agency v.p. 

If news is what you want, ask radio 

38 There may have been a 30-day newspaper strike in Detroit recently, but 
the way the broadcasters dished up the news, who would have missed it 

NBC hits TvAR 'tilt' study 

40 Web claims TvAR overstated coverage of top 20 market stations: 
Seeks to 'level the slant' - calls attention to low cost to advertisers 



NEWS: Sponsor-Week 11, Sponsor-Scope 23. Sponsor-Week Wrap-Up 
52, Washington Week 59, Spot-Scope 60, Sponsor Hears 62. Tv and Radio 
Newsmakers 68 



DEPARTMENTS: 555/Stli 16, Commercial Commentary 18, 
Timebuyer's Corner 44, Seller's Viewpoint 69, Sponsor Speaks 70, Ten-Second 
Spots 70 



Officers: Norman R. Glenn, president and publisher; Bernard Piatt, ex- 
ecutive vice president; Elaine Couper Glenn, secretary-treasurer. 

Editorial: editor, John E. McMillin: news editor, Ben Bodec: senior editor. 
Jo Ranson; Chicago manager, Gwen Smart; assistant news editor, Heyward 
Ehrlich; associate editors. Mary Lou Ponsell, Jack Lindrup. Mrs. Ruth S 
Frank, Jane Pollak, Wm. J. McCuttie; contributing editor, Jack Ansell, colum- 
nist, Joe Csida; art editor, Maury Kurtz; production editor, Barbara Love: 
editorial research, Mrs. Carole Ferster; special projects editor, David Wisely. 

Advertising: general sales manager, Willard L. Dougherty: southern 
manager, Herbert M. Martin, Jr.; midwest manager, Larrv G. Spongier: western 
manager, George G. Dietrich, Jr.; northern manager, Ed Connor; production 
manager, Leonice K. Mert?.. 

Circulation: circulation manager, Jack Rayman; John J. Kelly, Mrs. 
Lydia Martinez, Sandra Abramowitz, Mrs. Lillian Berkoj. 

Administrative: business manager, C. II. Barrie; bookkeeper, Mrs. Svd 
Guttman: secretary to the puhlisher, Charles Nash; George Becker. Michael 
Crocco, Patricia L, Hercula, Mrs. Judith Lyons, Mrs. Manuela Sanlalla, Irene 
Sulzbach; reader service, Mrs. Lenore Roland. 



Member of Business Publications 
Audit of Circulations Inc. 
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1962 SPONSOR Publications Inc. 



SPONSOR PUBLICATIONS INC. combined with TV. Executive, Editorial, Circulation, and 
Advertising Offices: 555 Fifth Av., New York 17, MUrray Hill 7-8080. Chicago Offices: 612 
N. Michigan Av. til), 664-1166. Birmingham Office: 3617 8th Ave. So., FAirfax 
2-6528. Los Angeles Office: 6912 Hollywood Blvd. (28), Hollywood 4-8089. Printing Of- 
fice: 3110 Elm Av., Baltimore 11, Md. Subscriptions: U. S. $8 a year. Canada $9 a year. 
Other countries $11 a year. Single copies 40<. Printed U.S.A. Published weekly. Second 
class postage paid at Baltimore, Md. 



DON'T FALL 
73,496 SQUARE 
MILES SHORT 
OF GETTING IT! 



Your produet sales fall short 
of their rightful goals without 
KELO-LAND - the Sioux 
Falls-103 County market that 
sprawls between the Minne- 
apolis and Omaha markets, be- 
yond television reach of either 
of them. But you can fill in this 
vital 73,496-square mile trading 
area - the KELO-LAND Com- 
mon Market — with a single- 
station origination of your sales 
message. Your eommereial on 
KELO-tv Sioux Falls flows 
automatically, instantaneously 
through interconnected KDLO- 
tv and KPLO-tv to eover it all. 
Only KELO-LAND TV gives 
you this full produet exposure 
throughout this great salesland. 
* * * 

Your commercial on KELO-LAND TV 
reaches 20% more homes than 
Omaha's highest rated station, 
12.8% more than Denver's, 65.6% 
more than Des Moines'. — ARB 
Market Report, Av. Quarter-Hour 
Homes Reached 9 a.m. to Midnight, 
7 Days a Week - March 1962. 

CBS • ABC 

kelQland 

KELO-tv SIOUX FALLS; and interconnected 
KDLO-tv and KPLO-tv 

|OE FLOYD, Pres. • Evans Nord, Executive Vice 
Pres. & Cen. Mgr. • Larry Bentson, Vice-Pres. 

Represented nationally by H-R 
In Minneapolis by Wayne Evans 




/DCO 



Miticonlinent 
Broadcasting Group 
KELO-HND/tv Si radio Sioux 
Falls, S,D. , WLOL/am, fm 
Minneapolis-Sr. Paulj 
WKOWAim & tv Madison, 
Wi« r KSO Dm Moines 
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90/119 Into a 





.Y^«.n Dayton , 



LARRY PENNELL and KEN CURTIS 

starring for a Second Big Year 
as the skydiving heroes of 

TV'S MOST SUCCESSFUL SERIES OF NEW ACTION DRAMAS 



TV Lancaster, Qt 

KO\N TV Portia^ 
StV Sacramento 
KOLO-TV Reno 

S^LnOiego 

KFM o tv Charleston. w - tady .Troy 

QQ ALL-NEW 
OO ADVENTURES 

NOW AVAILABLE 

thru your 

ZIV-UNITED ARTISTS 

Representative 



The Exception To The Rule 



WKRG*TV 

Mobile — Channel 5 — Pensacola 




WKRG-TV Mobile-Pensacola has enjoyed 
50% or More Share of Audience in every March ARB 
Measurement Since 1959 . . . From 9:00 AM to Midnight 

For Details Call 
A VERY-KNODEL —Representatives 
or: C. P. PERSONS, JR., General Manager 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



SPONSOR-WEEK 



P&G BACKS PROTECTION 



Advertiser accepts agenci 
protection as mandatory 

As far as P&G is concerned, there 
are no "if s" and "ors" about the 
preservation of the 15-minute prod- 
uct protection margin. 

The various P&G agencies have 
recommended to Cincinnati that it 
insist on the 15-minute proviso in 
all new spot tv business placed and 
the advertiser, a spender of over $50 
million in that medium last year, has 
bought the idea. 

In other words, the procedure of 
the P&G agencies will be to ask 
the station as they submit their 
availabilities whether they are pre- 
pared to guarantee 15-minutes pro- 
tection, whether it be in the day, 
prime time or fringe time. 

If the answer is not unequivocably 
in the affirmative, there'll be no or- 
der. 

In the meantime the Westinghouse 
stations, which started the latest 
product protection furore by limit- 
ing the margin to 10 minutes — at the 
minimum — have sought to work out 
some sort of satisfactory accommo- 
dation directly with P&G, but with- 
out any intent to change basically 
its new policy. 

For P&G this stance, obviously re- 
quires considerable delicacy. Aware 
of its power and weight as the coun- 
try's largest advertiser (it spends 
well over $100 million a year) P&G 
has always been disposed to treat 
media with the utmost of indulgence 
and amiability. It has leaned away 



es' suggestion of 15 minutes 
to all participations orders 

from appearing to use this strength 
arbitrarily or uncautiously. 

Groups other than WBC have al- 
ready indicated their favoring a re- 
duction in the product protection 
"standard" and so have a growing 
number of important stations in key 
markets. 

With P&G backing its agency for 
a showdown on this issue, it can be 
said that the fat is really in the 
fire, and the outcome could be of 
historic importance for the medium. 



TvB MULLING ARB 
DEMOGRAPHIC SERVICE 

TvB's board of directors meets 
this week to tackle the ticklish ques- 
tion of whether or not to make 
a membership recommendation on 
ARB's proposed inclusion of demo- 
graphic audience data in its local 
rating reports, starting September. 

The basis of discussion is an in- 
terim report on a special TvB in- 
quiry which has been wrestling with 
two points: 1) do the major spot tv 
agencies really want this demo- 
graphic material, 2) and if it's im- 
portant to them, should the stations 
underwrite the project via increased 
fees to ARB. 

The committee exchanged points 
of view on the need for, and agency 
support of, this additional tv data 
(Continued on page 14, col. 2) 



Storer holds firm 

Last week Storer's tv divi- 
sion v.p.. Bill Michaels, an- 
nounced that no changes in 
product protection for its five 
stations are expected. The an- 
nouncement came in reply to 
the recent iiujuir) from Ted 
Hates. 

Michaels emphasized that 
there is nothing specific about 
product protection in the usual 
station contract. 

The Storer v.p. said: "There 
are just too many nuances, too 
man) widely conflicting views.'" 
Michaels insisted that adver- 
tisers were getting more pro- 
tection than they requested in 
most cases. 

According to the Storer 
statement, its stations adhere 
to a polic) of no conflicting 
product on adjacency; approxi- 
mate fifteen minute separations 
and no product conflict on suc- 
cessive inserts in participating 
programs. 



NBC TV books $2.5 million 
additional for 1962-63 . 

NBC TV wrote an estimated $2.5 
million in advance 1962-63 business 
last week. Almost all of its participa- 
tions are in nighttime programs. 

Mennen (Grey), Corning Class 
(N. W. Ayer), Fritos (D-F-S), Shick 
(NC&K), and Leeming (Esty), made 
nighttime participations purchases. 

Quaker Oats (Lynn Baker) bought 
a group of daytime quarter hours. 
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LAND, TRADING STAMPS 
SWELL RADIO ORDERS 

Station groups are making all 
sorts of discoveries as a result of 
using data machines to analyze 
business trends. 

CBS Radio spot sales, for exam- 
ple, found some important tenden- 
cies within the 8% overall increase 
of business in the first four months 
of this year. The top six advertiser 
categories increased their share by 
15.8%, and food and travel again 
took the one-two spots. 

But there was special significance 
in the increase of consumer serv- 
ices spending by 39%, biggest rise 
in the study, jumping the category 
from fifth to third place. 

What's behind the sudden rise of 
consumer services to third place 
is heavy spending in areas such as 
real estate and trading stamps, 
coming on top of buying in banking, 
insurance, and loan fields. In fact, 
CBS reports that Horizon Land, a 
home and vacation site type of de- 
veloper, placed one of the biggest 
orders in memory of its type with 
the Los Angeles office. 

Oddly enough, the proliferation 
of credit cards hasn't contributed 
much to spending on the radio sta- 
tions represented. 

Tobacco, autos & accessories, 
and drugs occupied fourth through 
sixth place in the study. 



H-R to represent 
third Tampa tv outlet 

H-R will represent the new third 
tv channel in Tampa, which goes on 
the air this fall. 

The station has the call letters 
WTSP-TV, indicating its expected 
coverage of Tampa and St. Peters- 
burg, but there's a move afoot to 
change the letters to WLCY-TV to 
take advantage of the familiar ra- 
dio station with those letters. 

The new station is affiliated with 
ABC TV. 



Radio Hall of Fame 
selects fourteen 

Chicago: 

The first selections for the 
Radio Hall of Fame were an- 
nounced here last week by the 
American College of Radio 
Arts, Crafts & Scienees. 

The 14 names listed this year 
include: Amos and Andy (Free- 
man Gosden and Charles Cor- 
rell), Fred Allen. Jaek Renny, 
Xorman Corwin. Dr. Lee de 
Forest, Arthur Godfrey, H. V. 
Kaltenborn, Graham MeNamee, 
Don McNeill. Guglielmo Mar- 
eoni, Edward R. Murrow. Gen. 
David Sarnofl, Kate Smith, and 
Paul White. 

A speeial room for the hall 
of fame is being opened on the 
third floor of the Conrad Hil- 
ton Hotel here. 



ATLANTA REPS ASSN. 
MAKES RADIO/TV AWARDS 

Atlanta: 

The Atlanta Radio and Television 
Representative Association made its 
fourth annual awards for commer- 
cials last week, giving first prizes to 
LNB&L for Rich's Store in radio 
and McC-E for Coca-Cola for tv. 

Judges were Moreland Moncrief, 
past president of Atlanta Advertising 
Club, Howard Dye, president-elect of 
Sales Executive Club of Atlanta, and 
Jack Williams, secretary of Georgia 
Association of Broadcasters. 



It's re-runs 10 to 1 
in syndication future 

In syndication for 1962-63 there's 
every indication the ratio of off-net- 
work re-runs to first runs will be as 
high as ten to one. 

Trade estimates are that there'll 
be over 30 re-runs, some of them 
full-hours and some with several 
years of backlog. 

(Continued on page 52, col. 1) 



3 ALLEREST SPECIALS 
IN 4 DAYS ON ABC TV 

Allerest (Papert, Koenig & Louis) 
will present three full-hour specials 
during the four-day period 11-14 
August over ABC TV. 

Such a buy is unique and so is 
the product marketing problem: to 
catch the brief ragweed season with 
the hay fever relief tablets. 

The three specials are Invitation 
to Paris, The Bing Crosby Show, and 
a one man Shelly Berman show. 
Each will be seen at 10-11 p.m. EDT. 
The first two are repeats. 




O'Connor, Koenig 
named Boiling v.p.'s 

The Boiling Company, station rep- 
resentatives, has created two new 
posts: sales vice presidencies for 
its radio and its tv activities, effec- 
tive today. 
Robert O'Connor, former tv sales 
executive for 
The K a t z 
Agency, has 
been named 
v.p. for tv 
sales. He be- 
gan his broad- 
casting career 
20 years ago 
as a time- 
buyer for Esty and has also served 
for Avery-Knodel and on the sales 
staffc of several magazines. 

Richard G. Koenig has been named 
v.p. for radio 
sales. He was 
formerly an 
account exec- 
utive for Mu- 
tual Broad- 
casting Sys- 
tem. Earlier, 
he served at 
Boiling from 
1953 to 1959, when he was assistant 
sales manager. He moved to PGW 
in 1959. 



Mi 

R. O'Connor 




R. G. Koenig 
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a statement of 

WWLP & WRLP 

SPRINGFIELD — MASS. — GREENFIELD 

(Television in Western New England) 



by William L Putnam 



People of this country must be readily aware 
that the daily press (printed variety) of this 
nation is a relatively tightly held industry. 
This great and original medium of expression 
and information is dominated by a few very 
influential personages or corporations. 

Surely, every one of us has at some time or 
other found that if we held opinions or made 
statements or even engaged in activities which 
were not to the liking of the persons who con- 
trol the newspapers and news magazines; then 
our actions, opinions and statements were 
either completely ignored or hopelessly dis- 
torted in presentation to the public by these 
media. 

Such is not the case in the radio industry. 
Though there are some, and we should note 
well who they are, that complain that this in- 



dustry suffers from too much competition, the 
fact is quite clear that radio serves what many 
of us really know to be the interest of the 
public. By this we mean, that it is clear the 
matter of adequacy of competition, the di- 
versity and even antagonism of ownership and 
the localization of interest have brought about 
a great thing in this nation. People in many 
parts of the nation have come to depend on 
their local radio station for local news, local 
advertising and all forms of local service. Yet 
at the same time, the radio industry as we all 
know is not unavailable to the national needs 
of the entire American people. 

The choice between which of these two paths 
to direct the growing television industry should 
never be in doubt. 

Represented nationally by HOLLINGBERY 
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CROSLEY, WIBC, PUT 
PROPOSAL TO FCC 

Washington: 

A proposal to end the 8-year liti- 
gation over Indianapolis tv channel 
13 has been submitted to the FCC 
by Crosley Broadcasting and WIBC, 
INC., acting jointly. 

Under the proposed agreement, 
Crosley would keep the channel on 
which it is operating WLW-I (which 
the FCC has ordered it to vacate) 
and WIBC, Inc. would buy WLW-A, 
Atlanta, from Crosley. 

The FCC would have to approve 
both parts of the deal or it would 
fall through. 

WIBC gained a court remand to 
the FCC's award of the channel to 
Crosley on the grounds that Com- 
missioner T. A. M. Craven shouldn't 
have voted without hearing oral 
argument. This technical point pro- 
duced new hearings and an FCC ver- 
dict for WIBC. Crosley operates 
under a stay, pending its appeal. 

Both parties now argue that court 
and commission settlement would 
take two to six years and cause 
needless expense and effort to Cros- 
ley and the government. 

It is now up to the FCC to decide 
on the new agreement, under which 
Crosley would pay WIBC $100,000 for 
its out of pocket expenses in its 
eight-year claim, and WIBC would 
pay $2.9 or $3.3 million for WLW-A, 
depending on whether it leases or 
buys studios and land. 



Special summer 
Videotape incentive 

Videotape Productions is offering 
a number of special incentives to 
advertisers to produce their tapes 
during the summer months. 

The plan involves some free sets, 
props, tape dupes, testing, and lo- 
cation shooting, figured against 
fixed proportions of card rate for 
major production charges. 



TvB MULLING ARB 

(Continued from page 11, col. 2) 
at a meeting last week with ARB's 
James Seiler. 

One thing that made itself quite 
manifest at this gathering was that 
there was a strong difference of 
opinion as to whether leading spot 
agencies felt their required further 
demographic information as part of 
the regular rating reports. 

Seiler said he had received quite 
a favorable response from agencies 
which ARB had queries by letter on 
the issue. 

On the other hand, the TvB spe- 
cial committee pointed out that it 
had interviewed 10 top agencies and 
all but three showed no enthusiasm 
for ARB's inclusion of demographic 
audience data in its regular reports. 

The committee seemed to incline 
toward the position that if such in- 
formation were to be made available 
it should be limited to ARB's two 
annual sweeps, which come around 
November and March. 

Seiler's reaction to this was that 
ARB was too deeply committed con- 
tractually and in other ways to set 
up this data as a supplementary re- 
port. 

What the committee was obvious- 
ly driving at was this: if the demo- 
graphic data were not an integral 
part of the monthly reports tv sta- 
tions would then have the option of 
buying or not buying the data, there- 
by making it necessary for ARB to 
increase the cost to stations of the 
monthly report. (These hikes run 
from 12% to 17%.) 

(For article on computer demo- 
graphic data research, see page 29, 
this issue.) 



Senate passes channel bill 

Washington: 
The Senate last week passed an 
all-channel bill similar to the one 
passed by the House recently. 

It is expected the House will go 
along with minor changes, and 
Presidential approval is likely. 



SARNOFF: U.S. TV 
FAVORABLE ABROAD 

Philadelphia: 
Robert W. Sarnoff, board chairman 
of NBC, cited recent U. S. Govern- 
ment findings — that American tv ex- 
ports are creating a favorable im- 
pression overseas— in a talk de- 
signed to dispell fears over the ef- 
fect of U. S. tv abroad. 

Speaking before a luncheon of the 
USO of Philadelphia, Sarnoff cited 
a USIA survey done last year in 34 
field posts. 

6 to use RAB test plan 
by July; more to follow 

RAB's Kevin Sweeney told the 
board of directors last week that he 
expects six national advertisers to 
be using its Radio Test Plan by July 
and 30 to use it by December. 

Four of the six spend almost no 
radio money and two will try new 
markets. Food processors, an air- 
line, a toiletries firm, and a house- 
hold cleaner are included among 
the six. 

Kevin Sweeney reported that 60 
advertisers representing a potential 
of $85 million in radio spending 
have heard the RTP presentation. 



Chun King leaves BBDO 

Duluth: 

A new agency is expected to be 
named shortly for Chun King canned 
American-Oriental foods, which left 
BBDO last week. 

The frozen line has already been 
re-assigned from BBDO to McCann- 
Marschalk. 



WCBS-TV 2Va prime hours 
for Shakespeare performance 

A complete Shakespeare play will 
be presented on U.S. tv for the first 
time in an unusual two-and-a-half- 
hour pre-emption of prime time on 
WCBS-TV, New York, on Thursday, 
21 June. 

The show will be sustaining but 
the chainbreaks will be sold. 
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"I'm glad this is 
a live broadcast. 
The people of 
Detroit will now know 
what you are 
trying to shackle 
them with." 




l"he voice: Senator Smeekens. The time: 2:30 a.m. The place: The Michigan State Senate, 
The setting: The first live broadcast in history from the floor of the Senate. 
The station: WXYZ, one of the six ABC owned radio stations. 



Ihould citizens pay a state income tax? When the Michigan State serving the people of Detroit exemplifies the type of public 

lenate convened at 8:00 P.M. on April 24, ABC owned radio service programming one can expect from the six ABC owned 

iation WXYZ was on hand. When it adjourned at 11:00 A.M. radio stations. A polio vaccine drive. ..a campaign for auto- 

m April 25, WXYZ was still there. During the bitter 15 hour mobile safety. ..an award-winning fund appeal for Radio Free 

ebate, broadcasting history was Europe. These are just a few of the 

jiade. This was the first live cover- ||1 ABC OWNED RADIO STATIONS many community projects that have 

ge of the Michigan State Senate ||ilr^ABC~NEW YORK WLS CHICAGO KGO SAN FRANCISCO won the six ABC owned radio sta 



:e Senate mm 

i session. The WXYZ action in KQV Pittsburgh WXYZ DETROIT KABC LOS ANGELES tions listener response and respect. 




Pre-war and early '40$ 

I might he mistaken, but a* a time- 
Inner who desires to be kept up to 
elate on local and national happen- 



ings 1 read \our magazine constant- 
lj and it appears to me that the ad 
\ou used in your .Ma\ 2fi. 1962 is- 
sue of sponsor for the magazine it- 



ONE OF A SERIES 



self is somewhat out of date. 

It takes no more than a cnrsor\ I 
glance to realize that the cars cro?s-B 
ing the bridge (1 assume it takes I 
place in New York ) are of pre-war I 
and earl}' 4()'s vintage. Couldn't I 
\ou dig up a photo with a few recent I 
model automobiles in it? 

Walter Archer. Jr. 

media department 

D. P. Brother and Col 

Detroit 

The locale is the famous Golden Gate Bridge I 
between San Francisco and Oakland. Other- 1 
wise, Mr. Archer's vision is 20-20. 

Opened with 17 accounts 
Thought you'd he interested in know- I 
ing that LaGrave Advertising Agency I 
has opened with 17 accounts at 924 I 
Dcs Moines Building. Des Moines. I 
Iowa. We've named Mrs. Pat Rex I 
radio-tv copy director and Bill Oag I 
account executive. I've been in the 
agency business in Des Moines sinre ' 
1947.' 

Mrs. Rex was in the nierchandis- I 
ing and sales promotion department 
of Wallace Farmer. Bill will special- < 
ize in direct mail but will also handle 
all other media for his clients. He 
was formerly department store pro- I 
motion manager of Look magazine. < 
He has been emploved with McGraw- 
Hill Publishing Co. in New York 
City as mail promotion manager and 
in the sales promotion denartment of 
Butler Manufacturing Co., Kansas 
City. Missouri. 

Edward LaGrave. Jr. 
president 

LaGrave Advertising 
Des Moines 

I will eat each pretzel 

I enjoyed almost all of wiur sudsv 
review of "The Great Time-Killer." 
mv book on the degraded condition 
of television sponsor. 21 Mai ) . 

My sole exception to \ our pun- 
gent expressiveness is your vague re- 
mark that I have twisted the televi- 
sion story into "pretzels of untruth. 
You are calling me a liar, which I 
am not. 

I would therefore appreciate an 
opportunity to meet you in public, 
under any auspices, so that -\ou mav 
point out a single lie in this book. 
If you can do so. I will cat eaeh 
pretzel of untruth as it comes across 
the table. 

No doubt you will decline this in- 



mm 

PLUS FACTOR 



Community leadership 
by staff personnel 
heightens WHBF stature 
in Quad-City area 

A recent survey of WHBF staffers revealed 
that 61 of them (over %) devoted personal 
time to local civic affairs ... as officers, 
directors, advisers, chairmen. This represent- 

literally thousands of man hours to help buih 

community progress and welfare. 

The WWW stations af-o consistently .-upport 

every recognized chic, business, and 
charitable group in the Quad-Cilics with 
radio and television time. 

These contributions to community progress 
reflect beneficially on thi* station as a 
trusted, neighborly institution. This corporate 
image of solid substance hn» established for 
W1IBF a deep and stature-producing 
root system in the Quad-City area. 

"The deeper the roots, the stronger the tree." 
Here is a tangible and important WIIISF plus factor 
to he weighed in the time-buying decision. 



V ON 

Call Avery-Knodet 
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vitation, because, I suspect, you are 
simply using the soapy double-speech 
of television-advertising; you were 
merely disagreeing with my opinions. 

But your review did serve a valu- 
able purpose. Sponsor P&G must 
love sponsor magazine more than 
ever. 

Harold Mehling 
Ossining, Netc York 

Blanket permission 

Can you — ivill you — allow me to 
to quote from your publication in a 
monthly newsletter circulated to the 
Florida Association of Broadcasters? 
Credit will be given of course, and 
any quotations will be brief, suggest- 
ing a reading of the full story. 

My appointment as executive sec- 
retary of this group, representing 
nearly 150 radio and television sta- 
tions, becomes effective on June 15. 
Preparation of a newsletter of two to 
four pages will be a regular chore, 
and the sort of blanket permission I 
hope you'll give will materially 
lighten the job, and brighten the 
content. 

Kenneth F. Small 
director, WRUF 
Gainesville, Florida 
Permission granted to FAB and other state 
organizations subject only to 1) request for 
such reprinting in wriitng with confirmation 
by SPONSOR, 2) suitable credit, 3) all quotes 
in proper context. 

Note from Italy 

Many of your readers might be inter- 
ested to know that the name we have 
chosen for our firm in Milan, Italy, 
which will handle programing films 
for tv, and filmed commercials for 
tv and cinema, is Cobre Distribu- 
tors, Address: Corso Europa 22. 

Incidentally, I've run into a sur- 
prising number of people over here 
who are quite familiar with SPONSOR. 

Arthur E. Breider 
Cobre Distributors 
Milan, Italy 

Radio listenership 

Please send us five copies of reprints 
of the article "Radio's Unknown Au- 
dience" which appeared in the June 
4th issue of sponsor. The article was 
done well and to the point on many 
unknown facts ahout radio listener- 
ship. 

Leo A. Jylha 

manager 

WBCM 

Bay City, Mich. 



For students of broadcasting 

During the past two years 1 have 
been using copies of air media bas- 
ics and TV BASICS respectively in a 
class which I teach in "Broadcasting 
Programing." 

Previously the course has been of- 
fered during the spring term. Dur- 
ing the next academic year, however, 
it will be offered during the first 
term beginning in September. 1 am 
wondering as to the proposed date 
of publication of the 16th edition 



and whether copies could be ordered 
in advance so that the)' would be re- 
ceived in time for opening of classes 
on September 17, 1962? 

1 am also wondering if the 16th 
edition will he devoted exclusively 
to television or will contain radio 
basics as did the earlier editions? 

Donald M. Williams 
American Un ivers ity 
W ashington, D. C. 

A combined edition of radio and tv basics 
is planned for publication in early September. 




from "tallest" to "still taller" 



Thl» I* ■ faU mciMK 
unlru in deferred char- 
KKt it Indicated by lh* 
piopcf irmbot. 



WESTERN UNION 

TELEGRAM 



n 4omn(tc_l*lt«ri 



a ii LOCAL TIME aj twin! ol « 



MANAGEMENT AND STAFF 
WRBL-TV AND WTVM 
COLUMBUS, GEORGIA 

WE WHO FORMERLY BOASTED THE 'TALLEST TOWER IN THE SOUTH" 
WISH YOU AS MUCH SUCCESS WITH YOUR NEW TALLER SKYSCRAPER AS 
WE NOW ENJOY WITH WHAT IS ONLY THE SECOND TALLEST IN THE 
SOUTH AND THE SIXTH TALLEST IN THE WORLD. BEST WISHES. 

WALTER M. WINDSOR GEN MGR 
KTAL-TV SHREVEPORT, LA. 



noMi concuhim* n* Maori 




CHANNEL 6 NBC For SHREVEPORT 

Selling the booming Ark-La -Tex from 1, 553- feet above ground, 
1,580 -feet above average terrain! 
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Sales Management 



Survey of Buying Power— 1961 



WRVA-RADIQ 

50,000 Watts AM, 1140 KC 
200.000 Watts FM, 94.5 MC 
Richmond. Virginia 




National Representative: 
PETERS, GRIFFIN, WOODWARD, INC. 




by John E. McMillin 




Commercial 
commentary 



Power, publicity, and law 

It isn't often that jou can find mueli whieh is 
nieat\, meaningful, and quotable in the public 
statements of a practicing attorney. 

The legal profession, bless its flinty-hearted 
soul, has a passionate addietion to intricate!) 
woven, densely matted trade prose which ma\ 
be impervious to bifoealized nit-picking, but sel- 
dom has an\ real lift, clarity, or inspiration. 

That's one reasoti why 1 was so impressed with the remarks of my 
friend, Gilbert H. Weil at the recent spring meeting of the Associa- 
tion of National Advertisers. Gil, who is general counsel for the 
AXA. and has an impressive list of other clients including Bristol- 
Myers and AHF. 1 thought stole the show. 

His clear, vigorous explanation of "The Washington Atmosphere 
and What It Means to Business" provided a perspective on the prob- 
lem of the government agencies which I believe is immensely valu- 
able to all of us in advertising and broadcasting. 

Here are some significant quotes from Gil Weil's talk: 

We must open our eyes to the fact that the legal viewpoint [about 
government regulation) just 'ain't what it used to be.' 

The operation of government regulation has become a different 
game from the one we knew . . . the rules are different, it is played 
on a different field, the scoring is different, and often the stakes are 
much more serious. 

The new game of power 

According to Gil there is no point in mourning the change, or 
trying to debate it. What's needed is to face and understand it. 

The nub of the matter is that the new game of government regula- 
tion is a game of power. It used to be one almost entirely of law but 
now law is simply one of the sources of power and not the only one. 

The reasons for the change, savs Gil. go deeper than mere bu- 
reaucracy, paternalism, or thirst for power. They lie in the public 
itself. When people feel they are being imposed on, and cannot pro- 
tect themselves they want government to step in. If they are satis- 
fied, they are at best indifferent to government exercise of control 
over other people. 

In addition, business activities have become so much more com- 
plex that Congress and the courts can't handle them in detail. So 
they have to delegate the administrative job to the agencies. 

When Congress and the courts control operations within the com- 
munity, law is the prime determinant because Congress and the 
courts are fountainheads of law. That is how they operate. 

Theoretically the agencies are supposed to do the same. But in 
reality the}' nre expected to control the field they have been set up 
to regulate. When things go wrong neither Congress nor the public 
(Please turn to [xige 20 1 
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sion 



W E S H -T V 




As 

ADVERTISING TIME SALES, INC. 

as 




NATIONAL 
REPRESENTATIVES 

(m Jmw 4, 4962 




W E S H -T V 

Orlando -Day tona Beach 




The first year 
in a new business 
is the year 
to watch. 

It's the Year 
of Decision. 

We're proud to 
mark our 
First Anniversary; 
it's been 

a successful year ! 



We're on our way... 
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wTVm 

h f COLUMBUS, CA 

(3 



.a 



Commercial commentary f Con/. //om p. ibj 



is a //low/ /« listen to excuses or explanations of legal technicali- 
ties. They want results. 

As examples of this, Gil Weil cited incidents involving the FCC, 
FTC and the Food and Drug Administration. Because these and 
other agencies feel under pressure for total results, they search for 
the powers to get such results. 

The first source, says Gil. is the law itself. But there are certain 
situations where even by stretching existing law the agencies find 
themselves unable to accomplish what they feel they must do. 

So they turn to other directions outside — 710/ contrary, not illegal, 
but extra-legal. And the major one is publicity. 

Government by press release 

Today the public press 1ms become as major a forum 0} regula- 
tory compulsion as the courts of laic. T orlay u c have government by- 
press release. It is a quick method. There is no cross-examination, 
no appeal, and usually little opportunity to defend. 

Unfortunately the press itself is more inclined to feature the dra- 
matic accusation than the defensive denial. The result is that all too 
commonly we find a company forced to yield to the demand of some 
agency, not because it feels the agency is right, but because it has 
more to lose by the publicity of being attacked than it can gain by 
winning the litigation. 

These, says Gil Weil grimly, are matters that we have to con- 
sider nowadays in dealing with regulator) agencies. It may be dis- 
astrous if we think only of our legal rights. Much more is involved. 

But, despite such blunt, cold-turkey talk, Gil did not leave the 
ANA membership in a state of chilled despair. He believes much 
can and shonld be done by business men. 

Two types of men make up the regulatory agencies, according to 
Gil. The great majority are sincerely motivated b\ what they be- 
lieve is the public interest. The others act solely out of political 
considerations. 

The first group can be dealt with by getting to know them better. 
The second by enlisting the public and Congress on your side. 

As to the matter of public relations, Gil sums up with what I be- 
lieve should be a credo for both advertising and broadcasting: 

We are not helpless in the battle for public support. 

The point is — we must assume we are living in a fish bowl. We 
must assume that there is nothing we do that will not at some time 
be exposed to public gaze. We must conduct ourselves in such a 
way lliat we are not uncomfortable when that possibility material- 
izes. We must guide ourselves as we judge others will estimate us. 

Then, on. the affirmative side ice must make our views known. We 
must try to get them across to the public. You cannot win a com- 
petition of ideas without entering them in the contest. 

The success or failure of what we do is going to be determined by 
the degree of public sympathy, apathy or antipathy to our cause. 

The public must be made to know what, the issues are, and to sec 
that its interest is tied in with ours. Do not expect to be backed 
vigorously by the public on matters of principle. The public must 
be matlc to sec it trill he hurl by what hurts us, helped by what 
helps us. 

When this is not true, we'd belter take a look at ourselves. ^ 
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LOOKING FOR A SPONSOR? 



Well... Sponsors are looking too... looking for the best buy in TV 
time to sell their products and services ... quality feature film 
programming is a proven way of accomplish- 
ing this.. ."Films of the 50's"is an exciting new 
product, well balanced, with today's top stars, 
in today's pictures . . . Seven Arts' "Films of the 




50's" sell Advertisers products and services from Erie* to San 
Diego*... to find and keep Sponsors... program the best... Pro- 
gram Seven Arts' "Films of the 50's — Money 
Makers of the 60's." 

*For a complete rundown on these and other success- 
ful Sponsor case histories contact your nearest Seven 
Arts sales office. 



SEVEN ARTS 
ASSOCIATED 
CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. 
NEW YORK: 270 Park Avenue YUkon6 1717 

CHICAGO: 8922 DN. La Crosse. Skokie. III. ORchard 4 5105 
DALLAS: 5641 Charlestons Drive ADams9 2855 

L. A: 232 So. Reeves Drive GRanite 6 1564-STate 8 8276 

For list of TV stations programming Warner Bros. "Films ot 
the 50V see Third Cover SRDS (Spot TV Rates and data) 




to redheads, blondes and brunettes, 



from D-Day to Paree-Day, they fought, they griped, they loved . . . they were the Infantry. 



That unsung star of all wars, the dogface, 
is the star of Combat (7:30, Tuesdays)— 
ABC's new hour dramatic series set against 
the stirring events of World War II. 

The backdrop is Omaha Beach, the Battle 
of the Bulge, the Liberation of Paris... but 
the focus is close in, on the human story. 
The story of men at war — their griefs and 
glories, their laughs and loves. 

Sharing the acting honors in this taut, 



suspenseful series produced by Academy 
Award winner Robert Pirosh are Rick Jason, 
VicMorrow, Blake Rogers and Shecky Green. 

Sharing the audience honors are millions 
of adults who associate World War H's great 
moments with their own lives. And millions 
of youngsters fascinated by these exciting 
pages of history so recently past. 

A big audience, that is. 
COMING ON ABC -TV: "COMBAT" 
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Interpretation and commentary 

on most significant tv/radio 

and marketing news of the week 



SPONSOR -SCOPE 



18 JUNE 1962 
Copyright 1962 
SPONSOR 
PUBLICATIONS INC. 



Looks like Colgate's actually heading for the adoption of an annual blanket- 
like contract for spot tv, on which it spends around $20 million a year. 

The blanket contract has been the norm with P&G for many years and Lever has had it 
in effect in scattered instances. With Colgate the discount setup has been pretty much 
on an as earned basis. 

Bates is reported to be doing the groundwork on putting together the blanket 
form and will most likely serve as the control agency a la Compton for P&G. 

It's been a trade impression for some time that Bates was dubious about the efficiency 
of the master contract. If anything, it certainly entails a lot of added help and paper 
work. 



Several CBS TV affiliates have already started to juggle their fall schedules with 
the purpose of preempting chunks of midevening time for the installation of their 
own spot carriers. 

The basic motivation: to make up the revenue lost as a result of the network's 
institution of a cut in afternoon station compensation. 

One affiliate is going off the reservation in a grandiose way: it's taken over Thursday 
9 to 11 for feature movies and Friday 9:30 to 10:30 for an off-the-network rerun 
series. It'll reschedule the preempted network series, starting some of them at 7 p.m., 
instead of the usual 7:30 network takeoff. 

What's obvious is this: CBS TV station relations has quite a job cut out for itself 
in the next month or so to stem this sort of thing before it becomes a tide. 



Users of flight tv schedules may have something worth pondering in a sugges- 
tion that's emanated from the rep gentry in Chicago. 

The proposal: flight buyers stop concentrating on product protection, schedule guarantee, 
etc., and go straight ROS to achieve rating goals. 

From the reps' point of view, trying to provide the buyers of short flight cam- 
paigns with all the built-in factors they request has not only become progressively 
tougher but the servicing of these demands is getting far too expensive. 

According also to the reps, the ROS strategm has a logical basis for the flight and hiatus- 
type advertiser in that his spots are immediately movable for the long-term, consistent 
advertiser. 

Comment on the proposal from a veteran media buyer: The ROS-rating point device 
would be perhaps preferable if station personnel could be depended on to give the 
advertiser the right shake. 

The apparent trend among the topbracket agencies to consolidate their services 
under a single head could have eventual forebodings for tv departments. 

In other words, since they've ceased to do any creative programing they could be swept 
up into this big inter-departinent service basket along with media, research and mer- 
chandising. 

The theory here: the interlocking of all services under one management authority would 
not only improve the cooperative efficiency of the groups but assert better control over 
inter-department costs. In brief, curtail the shrinking profit margin. 
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SPONSOR-SCOPE continued 



Lestoil Products, Inc., is apparently on the prowl for a Madison Avenue agency. 
The account's been around that neighborhood inviting a pitch. 
It vould make the third step in the Lestoil agency odysscy. 

The original Lestoil ownership had a house agency in Holyoke, Mass. When a syndicate 
took the company over from Jacob L. Barowsky it assigned the account to Sackel-Jackson, 
Hoston. The account's now wortli S5-6 million. 

Spot tv may be having a dilly of a year (TvB says it's up 16.7% for the first 
quarter) hut the smaller markets have a gripe: it's not filtering down to them. 

The imbalance has created an unhappy plight for the reps with stations in such markets 
in more than one way. They're brooding not only over the dearth of billings but the stations' 
penchant for vending their frustrations on them. 

These reps point out that the buying pattern has undergone a sweeping change 
due in large measure to the innovation by the networks of the spot carrier, scatter plans, in- 
and-out short schedules and also the steady increase in time costs. Hence the disposi- 
tion of advertisers to concentrate their spot efforts more and more in top metro markets. 

However, there's a school of thinkers on the buying side who say there's an avenue out 
of this dilemma and their suggestions are these: 

1) Stations develop realistically-priced rate cards based on a favorable cpm for 
the market. 

2) Compose strong market stories, including such factors as test market advant- 
ages, qualitative audience information such as income brackets, occupations, age 
groups, etc. 

3) Stations in the smaller market take their documented stories directly to 
the advertisers, but first advising the agencies of their intent, if only out of diplomacy. 

Norelco (LaRochc) has started its annual enlistment of stations to carry its 
pre-Christmas (October-November) weekend blitz. 

It would all be on an ROS basis, with adjacency to sports events preferred. 

Broad stipulations of the search; about 50 announcements through Saturday and Sunday 
adding up to 175 rating points; the spots would be split equally in prime, fringe and day- 
time; desired segmentation, 50% minutes, 25% 20's and 25% I.D.'s. 

Bayuk is expected to make a decision this week on what it's media spending 
will be like during the 1962-63 season. 

In any event the cigarmaker will have before it the recommendation of its agency, Wer- 
liieii & Schorr. 

After spending around $5.7 million in network tv sports during the 1960-61 season, 
Bayuk swung entirely over to spot tv, but at a rate that couldn't have been much over $1 
million. 

It's nothing for the medium to get wrinkles over, but the average hours of view- 
ing per tv home per day fell off a bit with the start of this year. 

These measurements are Nielsen's and cover January-February each year: 

1962 1961 1960 

Total day five hrs.; 59 mins.* six hrs. ; four mins.** five hrs.; 55 mins. 

TIME SPAN PERCENTAGE OF CHANCE 

6 a.m.— 12 noon —1% +8% — 

12 noon— 6 p.m. —1% +5% — 

6 p.m.— 11p.m. —2% —1% — 

11p.m.— 6 a.m. 0 +4% — 

* 27< less than 1961; ** 3% more than 1960. 
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SPONSOR-SCOPE continued 



If the Nielsen top 40 is used as a norm, the western still shapes up as a pretty 
reliable commodity of nighttime network tv. 

SPONSOR-SCOPE took the 40 shows that led in the NTI for the first two weeks of 
March, applied them to the various types of shows that were on during that period and 
evolved the following batting averages: 

CATEGORY TOTAL TOP 40 BATTING AVERAGE 

Situation comedy 28 14 .500 

Westerns 12 7 .583 

Suspense-Crime 13 3 .230 

Adventure 12 4 .333 

Anthologies 10 2 .200 

Aud. Partic-Panels 6 4 .666 

Variety 4 2 .500 

Comedy 4 1 .250 

Music 3 2 .666 

Specials 3 1 .333 

Note: No news-informational or sports series hit the top 40. 

ABC TV feels that the tendency of medium-sized advertisers to spread their 
daytime budgets over more than a single network will he more pronounced than 
ever next season. 

Favoring this pattern, contends ABC TV, is the fact that the advertiser not only increases 
his reach and frequency but snares hosts of the lighter types of viewer. 

Three of the middleclass grade of advertisers that make use of a second daytime network 
are Corn Products, Scott Paper and Vicks. 

Maybe it's a clue to why daytime spot tv hasn't been faring as well as nighttime: the 
tv networks have been doing so well in daytime orders lately that they're unanimous- 
ly predicting that by 15 July their daytime stock for the fourth quarter will be sold 
out. 

Lessening the supply of daytime is ABC TV's withdrawal of five half hours a week. 
ABC TV hopes to restore the strip in the fall, depending on the condition of the daytime 
market and the availability of the right program. 

NBC TV had a fair share of fall daytime buying going for it last week, with the 
clients including Quaker's Puss 'n' Boots (Lynn Baker) and Hartz Mountain bird 
seed (Hartman) and Thomas Leeming (Esty). 

Quaker and Hartz Mountain each will have five minutes per week for 26 weeks, 
while for Leeming it'll be nine minutes a week. 

Leeming also bought another nighttime minute, making it two night minutes a week. 

Don't expect ABC TV to disclose where its Father Knows Best reruns will he 
spotted in the afternoon until NBC TV ties the bows on the fall lineup. 

To ABC TV Father is a sort of an ace in the hole, not to be flipped until NBC TV con- 
firms the establishment of a Merv Griffin variety show in the 2 to 3 stretch (starting 
about 1 October) and the transfer of the Loretta Young reruns to 3-3:30 p.m. 

The likely price tag on the variety newcomer is $3,500 gross per minute. 

In the next NAB bulletin to station members they'll be a word of caution about 
the highly speculative nature of some of the distantly located subdivision offers that 
are being placed with advertising media. 

The item, prepared by the National Better Business Bureau, will tell how broadcasters 
can get official information on such real estate developers. 
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SPONSOR-SCOPE continued 



Compton has taken a wholesale stand against any deviation from the unwrit- 
ten standard of granting 15-niinutc product protection to spot tv users. 

The agency recommended this as a policy for all future business to all its clients and 
acceptance, according to Compton, has hecn unanimous. 

Involved is not only P&G hut a pretty sizeahle user of spot, Alberto-Culver. 

(See SPONSOR WEEK, page 11, for details of P&G's support of agencies on issue.) 

Agcncyiiieii who work closely with supermarket chains say that these retailers 
admit themselves trapped hy the current consumer craze for merchandising 
stamps. 

The nub of the supermarkets' plaint: we'll have to go along with the onrushing fad 
until it runs its course, but in the meantime it's eating into our margin of profit. Aug- 
menting the profit squeeze: one merchant outbidding the other in bonus stamps on 
certain shelf items. 

In the meantime also, the spiraling demand for stamps has been a rich harvest for ad- 
vertising media. 

Kellogg (Burnett) will go on for another season with its spot structure of car- 
toon halfhour strips for the youngsters. 

The renewals have already gone out to the reps. At one time this investment was esti- 
mated at between $6-7 million. 

Tv stations in quite a number of markets are making the toy industry an ex- 
ception to the rule about not confirming contracts less than 30 days prior to start- 
ing date. 

A reason they advance for the dispensation : it is imperative that toy manufacturers 
inform jobbers and dealers of their advertising plans as long in advance as pos- 
sible if they are to avoid creaming hy their competitors. 

One of the exceptions: DeLuxe-Reading Toys out of the Zlowe agency. It's buying 
half hours. 

Fashions in the length of commercials appear to be taking a new turn in spot 
radio. 

Price and time of day have less to do with the change than the fact that availabilities 
have become so tight in a few of the top markets. 

The stations in these markets have come to the conclusion that the only solution for 
this predicament is to increase the number of commercials but without violating the 
NAB eode on the standards of commercial time per length of program. 

So the hint has been passed on to interested agencies that30-second commercials would 
be welcomed over the one-minute kind. 

Reps for such stations with tight schedules say that a number of agencies have re- 
sponded to the idea with alacrity. 

Agency marketers in the beverage fields figure that with the good weather that 
the country's been having brewers and bottlers of soft drinks should have a 
banner year. 

The consensus of those with suds accounts, contacted by SPONSOR-SCOPE, was that 
at the going barrelage rate plus the favorable weather consumption should be up 3-4% 
on the year. 

For other news coverage in this issue: see Sponsor- Week, page 11; Sponsor 
Week Wrap-Up, page 52; Washington Week, page 59; sponsor Hears, page 62; Tv and 
Radio Newsmakers, page 68; and Spot Scope, page 60. 
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TWO OF 

104,000 

FEET 



NBC TELEVISION 

WRAL-TV 

CHANNEL 5 
Raleigh-Durham, N.C. 

Represented Nationally by H-R 



She came to see us last year . . . along with 
52,000 other Carolinians. Just two little feet 
out of the 104,000 that walked into our studios. 
■ Some were the feet of adults who came to 
watch live wrestling (,) or to dance on the Woody 
Hayes Open House (J) . Others were the feet of 
youngsters who marched and played games 
with Cap'n Five' 3 '. ■ After the show— like this 
little girl— they all go back home to keep on 
watching us. Having been right here with us, 
somehow they feel just a little closer to us now. 

(1) Professional Wrestling / Sat. 5:30-6:30 PM 

NSI Rating 21.5; 54,100 Homes 

(2) Woody Hayes Open House/Sun. 5:00-6:00 PM 

23,800 NSI Homes 

(3) Cap'n Five / Mon.-Fri. 5:00-6:00 PM 

47,000 ARB Homes; NSI Rating 23.5 
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''It's a great party, Mrs. Williams." The mother in the background is one of the nation's adults, 
who receive and control 98 /r of the U.S. income. In the WBT 48-county basic area, adults receive 
and control most of the $2,690,786,000 worth of spending money... and WBT radio has the larg- 
est number of adult listeners. Clearly, the radio station to use for more sales is the one that reaches 
more adults ... WBT RADIO CHARLOTTE. Represented nationally by John Blair & Company. 

Jefferson Standard Broadcasting Company 



Source*; : U S- Dept. of Commerce. Spring 1961. Area Pulse and Sales Management's Survey of Buying Power, 1960 
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Individual viewing record for each family member 



TIME 



STATION 



PROGRAM 




mm 



DIARY of tv viewing in ARB's 1962-63 local market reports will be filled in 
by each member of family, with age and sex additional qualitative factors 



SPONSOR COMPUTER 
REPORT NO. 4: 



ARB'S new data puts admen 
into a 'qualitative quandary' 



^Advertisers, agencies and stations are entering 
another historic moment in the dramatic computer/ 
qualitative data epic this week. They are seeing, 
for the first time, actual formats of a major re- 
search firm's audience expansion service. 

The American Research Bureau has issued both 
a sample copy of its fall television market report 
("The Yourtown television audience") and a de- 



scriptive booklet showing standard and summary 
page formats, etc., as well as arranged meetings 
with leading advertisers, agencies, and stations. 
Whether by brochure or personal presentation, in- 
dustry executives are now face-to-face with addi- 
tional demographic data and breakouts; in fact, 
not fancy. 

For months, the idea of such research expansion 
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ha- heen hroad( acting's most con- 
tent ion* i>liantoiu. Brought sweep- 
i 11 iz I \ into tin* open by the smiling- 
h insatiable appetite of computers 
I *ee >l , ()\*ou. 29 January. 30 April. 
21 Ma\. I')()2). this sleeping giant 
of an i>sue sprang to reality earlier 
tin- war when AKB announced its 
dei-L-ion to include demographic 
breakdown.* in its '62-63 reports. 
This week's unveiling of that expan- 
sion, and what it will mean, is cer- 
tain to he an industry rouser. The 
extent of solid, practical agency in- 
terest in, and desire for. demographic 
breakdown, and or the form it should 
take, is highly uncertain. The extent 
of station willingness to subscribe to 
these expanded services is yet to be 
determined. Qualitative measurement 
plans of the other research houses 
are still to be announced. The entire 
demographic issue is. if anything, 
more inflammatory than ever. It is 



in this unrcsobed picture, this blis- 
tering climate, that ARB's expansion 
program is released. 

Here's what that program will in- 
clude: 

1. In addition to current cate- 
gories (i.e. time, program, station, 
homes, metro rating, metro share 
and audience composition), the 
1962-63 local market reports will 
provide, for all shows, the following 
qualitative data: total men, men 18- 
39, total women, women 18-39, teens 
13-17, children, total columns for 
each category. 

2. A summary book containing the 
complete data shown in the monthly 
local market reports, with — in addi- 
tion — the following qualitative infor- 
mation appearing during sweep 
months, November and March, but 
not included in the basic pocket- 
piece : 

November. Proportion of viewing 



homes by size of family — percent of 
homes viewing by 1-2, 3-4. 5-and- 
over members in the family; propor- 
tion of \ iewing housewives — percent 
of housewives, working and non- 
working. 

March. Proportion of homes view- 
ing by family type; — percent of homes 
viewing by no child under 18, young, 
est child under 6, youngest child 7- 
17; education in two groups — per- 
centage with no college, percentage 
with college. 

3. A spot activity report (op- 
tional), being offered to advertisers 
and agencies for the first time; in es- 
sence, a semi-annual computer serv- 
ice for cost control and efficiency 
analysis. 

4. A sales territory analysis, also 
optional, which will delineate for 
advertisers all data on a sales terri- 
tory or divisional basis. 

"The merger of CFJR and ARB. 



New ARB formats now being studied by agencies, stations 









Total 


MEN 


WOMEN 


TEENS 


CHIL- 




Station 


Metro 


Homes 


Total 


18-39 


Total 


18-39 


13-17 


DREN 






Share 


(00) 


(00) 


(00) 


(00) 


(00) 


(00) 


(00) 


MONDAY thru SUNDAY 


YVAAA 


34 


707 


543 


234 


611 


280 


160 


231 


5:00 PM-730 PM 


YVBBB 


40 


869 


399 


187 


360 


198 


418 


835 


Avg. SIU 32 


YVCCC 


25 


449 


294 


140 


338 


173 


156 


177 


TOTALS 


99 


2025 


1236 


561 


1309 


651 


734 


1243 


7:30 PM-11:00 PM 


YVAAA 


33 


1162 


880 


268 


1181 


364 


242 


439 


Avg. SIU 39 


YVBBB 


34 


1499 


1131 


334- 


1377 


414 


417 


957 




YVCCC 


31 


1267 


1080 


389 


1323 


461 


211 


388 




TOTALS 


98 


3928 


3091 


991 


3881 


1239 


879 


1784 



DEMOGRAPHIC DATA and breakouts will be regular features of ARB's local market reports, as demonstrated in both 
the standard page format (above) and summary page format (below), which advertisers, agencies, and stations are 
seeing this week. Among "new" audience characteristics: total men, women; men, women 18-39; teens 13-17; childen 



TIME/PROGRAM 




Total 






MEN 


WOMEN 


TEENS 


CHIL- 


Station 


Homes 


Metro 


Metro 


Total 


18-39 


Total 


18-39 


13-17 


DREN 


8:00 PM 
Dan Raven/Angel 




(00) 


Rating 


Share 


(00) 


(00) 


(00) 


(00) 


(00) 


(00) 


YVAAA 


569 


10 


20 


328 


117 


262 


169 


161 


218 


Harrigan & Son 


YVBBB 


897 


14 


28 


449 


139 


423 


189 


286 


856 


Rawhide 


WCCC 


1181 


25 


50 


966 


454 


740 


494 


233 


572 


SIU & Totals 


ALL 


2647 


50 




1743 


710 


1425 


852 


680 


1646 


8:30 PM 






















Nanette Fabray 


WAAA 


593 


11 


19 


273 


68 


493 


148 


71 


282 


Flintstones 


YVBBB 


1567 


31 


53 


1015 


254 


1221 


294 


527 


2109 


Route 66 


WCCC 


777 


17 


29 


685 


315 


870 


374 


113 


202 


SIU & Totals 


ALL 


2937 


59 




1973 


637 


2684 


816 


711 


2593 



M) 



SPONSOR • 18 J USE 1962 




Nielsen: 'We have 
found no widespread 
industry mandate' 



At press time, sponsor teas able to se- 
cure this important qualitative data 
statement by Henry Rahmel, exec, v.p., 
media research div. mgr., A. C. Nielsen 
SOCIO-ECONOMIC audience breaks based upon inadequate research can do 
more harm than good. ..Dr. William Madow gave emphasis to this fact in his 
ASA remarks on the "Madow Report" when he stated: 

". . . many apparent differences of ratings . . . and many apparent trends 
in ratings are, in fact, just results that could occur by chance. ..Where 
samples are small . . . there is greater likelihood of error ... we (the Madow 
Committee) should like to point out that the statistical defects of the rating 
surveys are likely to have a much more serious effect on the so-called quali- 
tative information, namely, age, sex, size of family, income level, and other 
demographic characteristics, than on the ratings themselves." 

It scarcely seems necessary to point out that interest in demographic in- 
formation cannot negate essential fundamentals: samples should be sound, 
both in terms of size and composition, and response-errors should be minimal 
for both audience and family data. We're familiar with the technical diffi- 
culties involved since we've been producing demographic data nationally for 
the last 20 years. 

We are actively seeking, but so far have not found, a widespread industry 
mandate and willingness to pay for demographic information in station- 
audience reports. 

If and when industry interest becomes clear in terms of data types, fre- 
quency of reporting, day-to-day applications, and financial support, we will 
offer optional reports as supplements to the Nielsen Station Index and allow 
the marketplace to determine our future course. 



and the addition of CEIR's high- 
speed computers," says Jack L. 
Gross, head of ARB's New York of- 
fice, "make it both physically and 
economically possible to expand our 
present services and supply qualita- 
tive data which we feel answers the 
requests and needs of industry peo- 
ple who wish more accurately to de- 
fine the television audience." 

This statement is a prelude to 
ARB's explanation to the industry of 
its expansion plans, as well as the 
introduction to a description — pre- 
pared expressly for SPONSOR — of the 
background to, and justification of, 
the inclusion of demographic data in 
local market reports. It should be 
noted here that ARB has told spon- 
sor that some of the criticism by 
reps and others of its previously- 
announced plans, which SPONSOR re- 
ported on in our last two computer/ 
qualitative data articles (30 April, 
21 May), has caused considerable 
misunderstanding of both its aim 
and method of operation. SPONSOR 
is happy, therefore, to be able to 
give ARB this opportunity to report 
on its activities to the industry at 
large, and the next several para- 
graphs constitute that report. 

From ARB: 

Background. We believed that the 
broadcast industry needed and want- 
ed demographic data. This was im- 
pressed upon us by the great number 
of verbal and written requests which 
we received from advertisers, agen- 
cies, and stations, as well as from the 
interest expressed in trade maga- 
zines, and in the press. We were in- 
fluenced, too, by newly-developed re- 
search techniques. 

Test markets. With sufficient in- 
dication of need in our favor, we be- 
gan to test this concept. Two reports 
were issued: one in November 1961 
— the Salt Lake City-Ogden-Provo 
report; the other in January 1962 — 
the New York television audience 
profile. These reports broke down 
the tv audience in a complete and 
comprehensive manner. 

Reaction. We found the reaction 
to these test reports highly favorable. 
Many indicated that this was the 
kind of report which would pinpoint 
aspects of the market most impor- 
tant to advertisers, agencies, and sta- 



tions. It provided a more scientific 
basis for media decision, program- 
ing, promotion, and budget alloca- 
tions. We found the general consen- 
sus of opinion to be: more demo- 
graphic data should be a regular 
feature of ARB reports. 

Material placement. The major 
question in our minds, however, was 
where this additional data should be 
shown. Because of size, we had as- 
sumed it might best be printed in our 
summary book. Meetings were held 
with major agencies to decide this 
point. All of these agencies indi- 
cated that it was necessary for them 
to have definitive data on which to 
make sounder, more efficient buys 
daily, at the precise time a buying 
decision is made. Otherwise, they 
said, the data could be used only as 
a test or check of the decision, not 
as part of its formulation. Recogniz- 



ing, then, the immediate utility value 
of this material, we decided to in- 
clude demographic data in each 
pocketpiece for local market service. 
Other breakouts, of less immediate 
use, were to be included in the sum- 
mary book. 

Application and advantages to ad- 
vertisers and agencies. To the adver- 
tiser and agency, this additional 
qualitative data will mean a more 
definitive and complete breakdown 
of the viewing audience, a more ac- 
curate basis for the allocation of an 
advertising budget, a more reliable 
manner in which to fulfill marketing 
goals, and a sounder way in which 
to compute cost efficiencies. Adver- 
tisers have long realized that "cov- 
erage" alone is not enough, that the 
"right" audience must be reached 
for a particular product, and that 
each product has a specific appeal to 
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different audiences. Demographic 
data helps pinpoint the exact market 
an advertiser wants, in an accurate 
way. and assures that the right au- 
dience is exposed to that product 
which thev are most likely to buy 
and um*. \gencies. on the other 
hand whose task it is to plan a 
campaign and reach the marketing 
objectives of their client — can use 
thi> material in their daily tiniebuy- 
ing operation, optimizing the adver- 
tising budget at their disposal. In 
addition, the combined pocket plrce 
and summary book information will 
supply a basis on which to review 
their bins and compute their cost 
elliciencies. 

Application and advantages to sta- 
tions and networks. Wc see the in- 
clusion of qualitative data as a new 
tool for both promotion and sales 
for networks and tv stations. It can 
provide them the proof of their effi- 
ciency and audience reach, making 
the job of selling time easier. There 
will be scientific hacking for match- 
ing the audience with the product 
being sold, guaranteeing a timehuy- 
er a potential audience. If program- 
ing appeals to women between the 
ages of 18-39. the station can guar- 
antee a good efficiency for an adver- 
tiser wishing to reach that particu- 



lar audience. If children's program- 
ing is the forte of a time slot, adver- 
tisers trying to reach this market 
will he more eager to sponsor or 
participate in the program. Like- 
wise, a change in programing, and a 
subsequent change in audience, will 
he reported by ARB, thus increasing 
the appeal to another agency or an- 
other product. These new dimen- 
sions of the tv audience, in fact, 
could well signal a new concept in 
selling station time. It is also im- 
portant to recognize that this new 
era. and new scientific techniques, 
will make further demands on sta- 
tions, in order that advertising dol- 
lars work harder, do more, be more 
effective. Stations will now he able 
to make better use of marginal time 
periods, for example, for they can he 
made highly attractive by pinpointed 
selectivity. We feel we are provid- 
ing stations with an important new 
tool, by which they can promote se- 
lected strong points and make both 
inter- and intra-mcdia comparisons. 

Cost. Moderate cost adjustments 
for services will be made this year. 
However, they are not necessarily 
due to the increased data. Rather, 
they are the result of improved fa- 
cilities, techniques, quality controls, 
etc. 




CONSOLE controlling CEIR 7090 computer, tabulating data for a report, is examined by ARB 
and CEIR personnel. High-speed computers made it possible to extend services, says ARB 



In addition to its expanded local 
market services. ARB is offering two 
new "management tools," a spot ac- 
tivity report (SAR) and a sales ter- 
ritory analysis. These are made pos- 
sible, savs Gross, because of CE1R- 
AHB's expanded computer facilities 
I CEIR is converting its existing IBM 
7090 electronic computer systems to 
the more powerful 7091 configura- 
tions, and is scheduled to receive in 
October one of the first new systems 
delivered as 7094) . 

Spot activity reports, "directly an- 
swering the specific demands and 
needs of advertisers and their agen- 
cies." will list and itemize all spots 
for a brand within a given market. 
They will identify the spot, show its 
cost, rating, homes reached and effi- 
ciency, in terms of cost-per-1,000 or 
homes-per-SlOO. The computers will 
have all of this data on magnetic 
tape. It will be fed a list of spots an 
agency has bought for a particular 
brand for a month. At the end of 
that month, all data pertinent to those 
spots will be summarized. The spots 
can then he ranked in terms of in- 
creasing or decreasing efficiencies, by 
market, thus allowing a buyer to sub- 
stitute for the least efficient spots any 
others made available to him. 

"Prior to computers," says Gross, 
"this was a hand operation, labori- 
ously done. EDP (electronic data 
processing) now makes it available 
faster and cheaper. A summary of 
spot activity, for example, will now 
be available in hours." 

The sales-territory analysis is the 
delineation of all data on a sales ter- 
ritory or divisional basis. It is de- 
signed primarily for those national 
advertisers "more interested in the 
results of a tv sales campaign with- 
in a sales territory or sales division, 
rather than in individual markets." 
It will identify the total number of 
homes reached by network show, by 
local show, by spot activity, by com- 
binations of any of these. In addi- 
tion, the analyses will show gross 
homes reached, unduplicated homes 
reached, frequency and distribution 
of homes reached by exposure to 1, 
2. 3, etc.. types of television activ- 
ity, net commercial impressions by 
both gross and net. etc. 

{Please turn to page 47) 
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UNDERWRITING tv series. Herman Pressler (I) v.p., public relations, Humble Oil, presents check to Warren Kraetzer, v. p., development, NET 



ETV GETS BIG BUSINESS BOOST 

^ 'The 4th Network,' with its fast growing educational tv service, has lined up im- 
pressive roster of underwriters, including IBM, Humhle Oil, and American Cyanamid 



^% notion afloat about big business 
and its supposedly scornful attitude 
toward educational television is rap- 
idly going down the drain. The per- 
sistent thought that business leaders 
want little or no truck with etv is 
now consigned to the cellar along 
with the New York Mets. 

Developments occurring at the Na- 
tional Educational Television and Ra- 
dio Center, more familiarly dubbed 
NET, have convinced observers that 
it is high time to entomb the faulty 
notion that large corporations are 
primarily interested in the profit 
motive and, furthermore, don't give 



two hoots about furthering the knowl- 
edge and understanding of their en- 
deavors among etv viewers. 

Without vhf outlets in a handful 
of large population centers, including 
Los Angeles. NET now reaches some 
20 million vhf homes or about 50 
million viewers via its 67 affiliated 
stations. Though NET has no wive 
or microwave links with its locally 
owned-and-operated non -commercial 
affiliates, it is a bona fide network 
programing with as much profes- 
sional elan as ABC, CBS, or NBC. 
Its claim to being the nation's 
"fourth network" appears justified. 



It provides some 10 hours of pro- 
graming e^ ery week in the year to 
member stations. 

NET has come up with proof- 
positive that giant industry is' hep to 
etv and its infinite virtues and that 
there is indeed a hot romance brew- 
ing between these two significant ele- 
ments. NET's vice president for de- 
velopment. Warren A. Kraetzer, told 
SPCCSSOR last week that one-third of 
its 1962 operating budget, or better 
than $1 million, stemmed from under- 
writers, among them the nation's 
most potent, far-seeing corporations. 

The rise has been nothing short of 
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phenomenal. In 1 ( J59. corporations 
and associations gave NET $400,000 
for programing services. In 1960, 
the figure remained the same. It 
jumped to $750,000 in 1961. The 
future is even brighter. Kractzer said 
some $3 million in proposed projects 
are now under consideration by po- 
tential underwriters. 

"Underwriting NET's distinctive 
and exciting programing makes good 
sense to anv responsible corpora- 
tion," Kractzer told sponsor. "This 
investment is not only fine public 
service — it is also rewarding public 
relations. Such companies have, are, 
and will receive the deserved acclaim 
of a significant and appreciative 
audience." 

Moreover, there has been warm 
and affectionate response from ad 
agencies. John F. White, president 
of NET. told admen recently that he 
was well aware that every responsible 
adv ertishig agency i> interested in 
any tiling that is good for its client. 
"And we believe that NET would he 
'.'ood for many of your clients." 
White said. "By helping us — that is 
by underwriting a \ET series — the 
client can greatly help himself." 

It is now obvious to a number of 
American industrialists that it is 
more than mere status-s\ mholing to 



CORPORATION underwriters hail etv pro- 
grams. Dr. Charles DeCorlo (above) direc- 
tor of education, International Business Ma- 
chines, and (below) John Ford, director of 
public information, American Cyanamid Co. 




invest a portion of their funds in 
educational television programing. 
Underwriters of NET programs have 
learned almost immediately that their 
alliances with non-commercial tv pro- 
ducers have afforded them eracker- 
jack opportunities "for fine public 
service and the immense public rela- 
tions value in that service," as White 
put it. 

The list of underwriters is indeed 
a conspicuous one. It is a glittering 
roster of the nation's blue chip com- 
panies, among them International 
Business Machines, Humble Oil and 
Refining Company, American Cyan- 
namid, Mead-Johnson, World Book 
Encyclopedia, Time. Inc.. and Rand 
.McNally. Under FCC regulations 
NET is able to credit the underwriter 
of a series at both the beginning and 
the end of each program. 

Industry and professional organi- 
zations as well as government agen- 
cies have made grants to NET. These 
underwriters include the American 
Medical Assn., National Assn. of 
Manufacturers. National Aeronautics 
and Space Administration, National 
Science Foundation, AFL-CIO, and 
many others. 

What is the nature of the programs 
these underwriters are paying for 
and what moneys are involved in 



n 
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the production of these programs? 

As White and his colleague, Kraet- 
zer, have pointed out, there is no 
broadcast time charge. Nor are there 
commissions or fees for Madison 
Avenue advertising agency men who 
might recommend that their clients 
invest in educational television. 

In other words, there is no in- 
fernal rate card to decode, nor are 
there costs-per-1,000 figures for har- 
assed media departments to decipher 
before launching a media mix. Pro- 
gram costs vary, depending on for- 
mat. They might be anywhere from 
$7,500 to $30,000 for each program. 
A professionally produced series of 
12 or 13 shows could be brought in 




THERE is healthy and growing relationship 
between Industry and etv, says John F.White, 
pres., National Educational Tv & Radio Center 



for approximately $200,000. Said 
White: "We are not committed to the 
13-week cycle; we feel that a subject 
area should be developed to its maxi- 
mum effectiveness, whether it re- 
quires four programs or 40." NET's 
programs, like those in commercial 
broadcasting, are fashioned in the 
regular program length and, like any 
professional)' operated commercial 
venture, begin and end on time. 

IBM, for example, has underwrit- 
ten eight program series entitled The 
Computer and the Mind of Man 
which analyzes the nature, applica- 
tion, and implication of the modern 
computer. The series examines the 
(Please turn to page 47) 



Education network consists of sixty-seven affiliated stations 



ALABAMA 



Birmingham, WBIQ, Ch. 10 
Cheaha State Park, WCIQ, ch. 7 
Dozier, WDIQ, ch. 2 
Montgomery, WAIQ, ch. 26* 



ARIZONA 



Phoenix, KAET, ch. 8 
Tucson, KUAT, ch. 6 



CALIFORNIA 



Sacramento, KVIE, ch. 6 

San Bernardino, KVCR-TV, ch. 24* 

San Francisco, KQED, ch. 9 



COLORADO 



Denver, KR MA-TV, ch. 6 



DISTRICT OF COLUMBIA 



Washington, WETA-TV, ch. 26 



FLORIDA 



Gainesville, WUFT, ch. 5 
Jacksonville, WJCT, ch. 7 
Miami, WTHS-TV, ch. 2 
Tallahassee, WFSU-TV, ch. 1 1 
Tampa, WEDU, ch. 3 



GEORGIA 



Athens, WGTV, ch. 8 
Atlanta, WETV, ch. 30 
Waycross, WXGA-TV, Ch. 8 



ILLINOIS 



Carbondale, WSIU-TV, ch. 8 
Chicago, WTTW, ch. 11 
Urbana, WILL-TV, Ch. 12 



IOWA 



Des Moines, KDPS-TV, ch. 1 1 



KENTUCKY 



Louisville, WFPK-TV, ch. 15 



LOUISIANA 



New Orleans, WYES-TV, ch. 8 



MAINE 



Augusta, WCBB, ch. 10 



MASSACHUSETTS 



Boston, WGBH-TV, ch. 2 



MICHIGAN 



Detroit, WTVS, ch. 56 

East Lansing, WMSB, ch. 10 



MISSOURI 



Kansas City, KCSD-TV, Ch. 19 
St. Louis, KETC, ch. 9 



NEBRASKA 



Lincoln, KUON-TV, ch. 12 



NEW HAMPSHIRE 



Durham, WENH-TV, ch. 1 1 



NEW MEXICO 



Albuquerque, KNME-TV, Ch. 5 



NEW YORK 



Buffalo, WNED-TV, ch. 17 
New York City, WNDT, ch. 13* 
Schenectady, WMHT, ch. 17* 

NORTH CAROLINA 

Chapel Hill, WUNC-TV, ch. 4 



OHIO 



Athens, WOUB-TV, ch. 20* 
Cincinnati, WCET, ch. 48 
Columbus, WOSU-TV, ch. 34 
Oxford, WMUB-TV, ch. 14 
Toledo, WGTE-TV, ch. 30 



OKLAHOMA 



Oklahoma City, KETA-TV, ch. 13 
Tulsa, KOED-TV, ch. 11 



OREGON 



Corvallis, KOAC-TV, ch. 7 
Portland, KOAP-TV, Ch. 1 0 



PENNSYLVANIA 



Philadelphia, WHYY-TV, ch. 35 
Pittsburgh, WQED, ch. 13 
Pittsburgh, WQEX, Ch. 16 



PUERTO RICO 



Mayaguez, WIPM-TV, Ch. 3 
San Juan, WIPR-TV, ch. 6 



SOUTH DAKOTA 



Vermillion, KUSD-TV, Ch. 2 



TENNESSEE 



Memphis, WKNO-TV, ch. 10 
Nashville, WCDN-TV, ch. 2* 



TEXAS 



Austin-San Antonio,, KLRN, ch. 9* 
Dallas, KERA-TV, ch. 13 
Houston, KUHT, ch. 8 



UTAH 



Ogden, KWCS-TV, ch. 18 
Salt Lake City, KUED, ch. 7 



VIRGINIA 



Norfolk, WHR0-TV, ch. 15 



WASHINGTON 



Lakewood Center, KPEC-TV, ch. 56 
Pullman, KWSC-TV, ch. 10* 
Seattle, KCTS-TV, ch. 9 
Tacoma, KTPS, ch. 62 



WISCONSIN 



Madison, WHA-TV, ch. 21 
Milwaukee, WMVS-TV, ch. 10 



'Soon to go on air. 
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Look Dad— the Timebuyer's Twist! 

SPONSOR spoof tells how young Madison Avenue limebuyer at Mashie, Slice, and 
Niblick invents the Twist and climbs from mail room clerk to agency vice president 



It was Chubby Checker. I tell 
you !" 

"No, no! It was started by some 
other guy in some place over around 
Times Square railed The Peppermint 
something — '" 

"Look, )ou wanna het? I shay it 
was Chubby Checker!" 

It was not the policy of Raoul the 
bartender to involve himself in de- 
bates hetween patrons. He had his 
glasses to polish and his lemons to 
squeeze and it was to these chores 
that he usually applied himself when 
the forensics started. Years of serv- 
ice behind the bars of some of Man- 
hattan's more posh East Side oases, 
plus a bash on the beak several weeks 
before had taught him that the role 
of arbiter is often a thankless one. 
Hut now this pair of customers had 
touched upon a subject on which 
Raoul considered himself an author- 
ity. So he interrupted. 



"You're hoth nuts." he began tact- 
fulh. "Because I happen to know 
\s ho invented the Tw ist." 

Since no hash on the beak was 
forthcoming. Haoul was encouraged. 
"The Twist." he went - on, "was in- 
\ented right here on Madison Avenue 
hy a young timehu)er — whom I have 
had the pleasure of serving on many 
occasions — by the name of Clive 
Shrug." 

"Wash a timebmer?" asked the 
one man. 

"Shrug? Clive Shrug?" mumbled 
bis friend, "\ever beard of him." 

"I daresay not." said Raoul. "The 
affair's been pretty well hushed up. 
Hut I can tell \ ou this: The Twist is 
only the shortened name for the 
danee \ oung Shrug invented. Orig- 
inally, here on the Avenue, it was 
called the Timebuver's Twist." 

"You don't shav so!" said the one 
patron. 



"Yep, Dad — the Timebuyer's 
Twist," said Raoul. "And it actual- 
ly began at Brooks Brothers where 
Clive Shrug had gone to get meas- 
ured for his first Ivy League suit. 
Clive was ticklish." 

"Well, well, well," said the patron 
with such a display of interest that 
be fell off his barstool. When he 
was reperehed, and the pair of them 
settled quietly again behind their 
double scotches, Raoul unfolded the 
whole stor) : 

Clive Shrug had come to the ad- 
vertising agency of Mashie, Slice & 
Xiblick (Billings: SI. 5 million if you 
counted the SI .4 million cat food ac- 
count it always expected to lose be- 
fore nightfall) from a small and all- 
but-unknown Western college. Vice 
president Niblick himself had hired 
Clive for the mail room because he 
felt it had become top-heavy with 
Harvard men. 
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As a boy, Give Shrug could watch 
a freight train go by at eighty miles 
an hour and memorize the numbers 
on every car — in the order of their 
passing. He was, in short, a whiz at 
numbers. When this peculiar talent 
came to light at the agency, Give was 
promoted horizontally from mail- 
room to media where he was made 
assistant timebuyer on that cat food 
account. 

It was then that Give decided he 
needed an Ivy League suit. He went 
shopping on his lunch hour. 

Since ticklishness is a phenome- 
non, it would be hard to explain 
exactly what happened there in the 
Brooks Brothers fitting room with- 
out resorting to a medical encyclo- 
pedia. But something the tailor did 
with the chalk or the measuring tape 
or something seemed to touch off a 
hidden spring in Give which caused 
him to twitch violently. 

"Hold still," the tailor command- 
ed. 

"I can't help it," said Give. "I'm 
sensitive." 

Unhappily, the sensitivity did not 
abate even after the fitting was over; 
it had become a permanent thing. 
Give went twitching and squirming 
all the way back to MS&N. 

His gyrating, however, caused only 
a small stir at the agency. The re- 
ceptionist guessed that he had been 
stung by an insect. Media Director 
Millicent Freem put it down to a 
simple case of ill-fitting underwear, 
while Ivar Gneiss, the radio/tv v.p., 
supposed that young Give had been 
to Vic Tanny's gym and had stayed 
too long in the vibrator. But since 
MS&N was the sort of creative shop 
where every team member lived 
daily in fear of being handed the 
pink slip, nobody dared to take time 
out to comment. Besides, when Give 
was seated at his desk, the twitching 
let up; it was only when he was on 
his feet that he shook, rattled, and 
rolled. 

That night he was obliged to be on 
his feet a lot. For Give attended 
his first timebuyers' party, thrown 
by an out-of-town station which had 
suddenly found itself with several 
extra daytime minutes to sell. At 
such functions hardly anyone ever 
sits down for fear of having to lis- 



ten to a pitch or watch a presenta- 
tion. 

It was here that Give met a strik- 
ing young lady in station promotion. 
She fetched him a drink from the 
bar, but when he tried to receive it 
he found he couldn't catch hold of 
the glass. The twitching and twisting 
had set in again. From his knees up, 
Give appeared to be acting out a 
charade of a Waring blendor gone 
out of control, while underfoot, it 



seemed he was crushing invisible ants. 
To hand over a glass of liquid to 
one in such an active state is next to 
impossible, and when the >oung lady 
in station promotion tried, she soon 
found herself twisting right along 
with Give. She rather liked the sen- 
sation. By coincidence, their move- 
ments fitted perfectly the beat of the 
taped musical score which backed up 
the presentation being delivered by 
(Please turn to page 50) 
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IF NEWS 



^ Broadcasters in Detroit 
came through in grand style 
to feed news during recent 
month-long newspaper strike 

U istressed over the hardships of 
having Detroiters struggle along 
without news columnists or the in- 
trigue of Dick Tracy during the re- 
cent month-long newspaper strike, 
Representative Martha Griffiths (D.- 
Mich.) was moved to address Con- 
gress, deploring the tribulations of 
newspaperless "uninformed peoples." 
Her speech sparked a bit more action 
than she had obviously anticipated. 

For one thing, it aroused a bit of 
collective ire from Detroit radio and 
tv stations who went all out — -some 
more than doubling their usual ef- I 
forts — to round up and feed Detroit, 
ers every available scrap of news 
both local and national. 

For another, it brought her a writ- 
ten rebuke from Walter Patterson, I 
Knorr Broadcasting executive vice 
president who, in a subdued but 
nontheless emphatic manner, summed 
up the efforts expended in those di- 
rections not only by his own De- 
troit outlet — WKMH — but of fellow 
broadcasters in that area. 

Still another: NAB president Lc- 
Roy Collins, having received a copy 
of Patterson's letter along with an 
AP dispatch reporting Congress- 
woman Griffiths' speech, sent a letter 
of commendation to Walter Patter- 
son which contained, in part, these 
comments: "I want to compliment 
you on the very thorough documen- 
tation contained in the letter. It rep- 
resents a very comprehensive and 
objective commentary on the vital 
role which radio plays in our daily 
lives." 

Collins' note to Patterson also 
made reference to these remarks 



COUNTLESS hours were spent on phone round- 
ing up every bit of news during newspaper strike 
by Carl Cederberg, WJBK-TV, Detroit, news dir. 
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IS WHAT YOU WANT, ASK RADIO 



made by Kansas Congressman Wil- 
liam B. Avery following Congress- 
woman Griffiths' talk: "Will the 
gentlewoman not agree with me that 
the some 20-odd broadcasting facili- 
ties in the Detroit area have been 
doing a splendid job insofar as dis- 
seminating news insofar as they are 
able to do so?" Collins concluded 
his letter to Patterson by informing 
him that he (Collins) had sent Con- 
gressman Avery a note thanking him 
for his support of the broadcasting 
industry. 

What started the whole thing was 
this heated declaration by Represen- 
tative Griffiths: "Today, Detroit has 
been without a daily newspaper for 
26 days. Do you know what it is 
like to live in a great metropolitan 
city without a daily newspaper? I'll 
tell you. It is not just that we don't 
know who the new president of Co- 
lumbia is; we don't even know Ka- 
line's batting average. Nobody knows 
what Dick Tracy is doing. We have 
forgotten the exact hour Gunsmoke 
comes on. We are struggling along 
without personal advice from Ann 
Landers, or a diagnosis of the world 
by Walter Lippmann. They might as 
well have withheld all of the Pulitzer 
prizes. We don't know who won any 
of them. We have no idea whether 
to buy or sell. No financial pages. 
Nobody tells us what our neighbors 
are griping about — no letter box. 
Politics is hot in Michigan this year, 
and we don't even know what the 
candidates are saying about each 
other. If you die in Detroit, the 
undertaker attends the funeral. No- 
body else even knows you are dead." 

Obviously the remarks uttered by 
Representative Griffiths which ran- 
kled broadcasters the most were 
these: "The great national pastime 
of shopping is slowed down. No ads 
to lure the customers. Thus, the 
business cycle slows." 

Patterson, in his reply to the De- 
troit Congresswoman, aside from 
pointing out "we do carry ads to in- 
form the prospective customers," 
supplied her with these enlightening 
facts: 



1) "With approximately 98% of 
the homes, and almost as many auto- 
mobiles having radios, those inter- 
ested would know who the new presi- 
dent of Columbia is." 

2) "Many Detroit area stations 
are affiliated with national networks 
from which they get regular on-the- 
spot national news coverage and most 
stations broadcast the stock market 
reports regularly. 

3) "With two stations in the De 
troit area broadcasting every De 
troit Tigers' baseball game, those in 
terested know not only Kaline's bat 
ting average, but every other play 
er's average, and they hear them 
make that average at the moment of 
the play. 

4) "Whether for better or for 
worse, a great percentage of our 
broadcast news of Michigan does 
concern what the candidates are say- 
ing about each other." 

Patterson's letter also reported oth- 
er information usually programed by 
radio stations regularly, such as news 
of concerts, theaters, lectures, etc. 
Also live reports of national events 
such as the President's news con- 
ferences and the recent orbital flights. 

Patterson pointed out that while 
WKMH normally broadcasts 24 
newscasts per day, at the outset of 
the newspaper strike the station 
added 36 newscasts daily to the 
schedule. "Half of all our newscasts 
are local (what's happening to our 
neighbors right now)" he said, "the 
other half national and international 
in their scope." 

Other Detroit stations, namely 
WJBK (AM & TV), WWJ (AM & 
TV), WXYZ (AM & TV), CKLW 
(AM & TV), WJR, WCAR and 
others, added news coverage during 
the newspaper strike in Detroit. To- 
gether, they filled the air waves with 
reports that kept the populace in- 
formed 1440 minutes each day dur- 
ing the 30-day strike. 

While none of the broadcasters 
made any effort to track down Dick 
Tracy or felt it necessary to abide 
by Ann Landers' romantic slide-rule, 
one radio station did air an obituary 



column each night for the duration 
of the newspaper strike. 

Every evening at 11:15 WWJ (de- 
spite possibilities of commercially 
tying in an undertaking firm or two) 
did a sustaining 15-ininute obituary 
of the air show. And aside from ex- 
panding its regular newscasts — in 
(Please turn to page 67) 




'NEWSPAPER of the Air,' presented by 
WWJ-TV, Detroit, had Detroit News assist, 
state edit. Boyd Simmons airing news reports 




'NO INFORMED public will question how 
uninformed their daily lives would be without 
radio,' replied Walter Patterson (above) v.p. 
Knorr Broadcasting, to Congresswoman's tall 
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NBC HITS TvAR 'TILT' STUDY 



^ Network claims station rep firm overstated coverage 
of the top 20 market stations in January presentation 

^ W eh sets out to 'level the slant' in 'tilt' study, calls 
attention to low-cost to advertisers in top 20 markets 



w hen TvAR six months ago re- 
leased a presentation claiming that 
the networks fall short of — or "tilt'' 
awa\ from — reaching their audience 
potential in the top 20 markets, the 
wehs collecti\el\ .shrugged, apparent- 
ly com mm! that if the) just kept 
quiet the "pesty thing" would go 
auaj and nobody would get stung. 

Hut increased buzzings in the ears, 
emanating from other station rep 
firms, the most recent of which was 
Blair, has cracked the networks' com- 
posure, and NBC has been annoyed 
sufficiently to slap at the first tor- 
mentor with a research bulletin re- 
futing the TvAR study as "slanted." 

The TvAR study I see SPONSOR. 22 



January L962). entitled, 'Tilt, the 
After-Math of Network Television," 
said in essence: The top 20 markets 
contain 55 r < of all U. S. tv homes. 

Ergo, the average show should get 
about 5S'.f of its audience (not to 
be confused with rating) from the 
top 20, T\AR noted. Some might 
get more, some less; hut the top 20 
share should average 55%. 

A TvAR spokesman said, "Fully 
62 of 65 nighttime programs we 
checked received less than 55% of 
their national audience from the 'top 
20' tv markets. Almost half— 31 — 
of the 65 programs get only 35 to 
45 r < of their audience from these 
areas." 



Its corporate blood-lust up. NBC 
had its audience measurement divi- 
sion go to work on that study. The 
result is a report of its own called 
"Leveling Out the Slant in the TvAR 
Tilt Study." 

"An average of the 65 programs 
included in the TvAR list indicates 
that the top 20 deliver 46'"? of the 
total audience of these programs — 
33% is delivered in counties which 
form the metropolitan areas, the bal- 
ance of 139f goes to outside areas," 
NBC claims. 

These figures, including the break- 
down into metro and outside areas, 
were derived by NBC from ARB's 
local rating reports. 

Thus NBC operates with a magic 
number of 46 r 'c , compared to TvAR's 
55^. Furthermore, the NBC report 
breaks down TvAR's 55% into 36% 
in metro areas, leaving a balance of 
19% for outside-arca coverage. 

From this the NBC study concludes 
that "TvAR's contention that net- 
work audiences tilt away from major 
markets is therefore simply the re- 
sult of overstating the coverage of 
these markets in the outlying areas." 

The crux of NBC's refutation is 
that the 55% figure is an overstate- 
ment of coverage of the top 20 mar- 
ket stations. After referring to the 
low cost to advertisers on stations in 
the top 20 markets, here is what the 
network's research bulletin said: 

"Another weak point in the TvAR 
study is their claim that the top 20 
markets cover 55^ of the tv homes. 
Their coverage, based on Television 
estimates, includes all tv homes in 
an_\ count)- where any local station 
has 25^? weekly audience. 

"Such a broad definition naturally 
includes man) fringe counties where 
the signal from these stations is of 
poor quality and therefore many 
homes are not really able to watch 
the station. 

"Also, no single network has the 
best station in every market, so each 
individual network's coverage would 
be less than 55%. For example, 
NBC's effective coverage with these 
markets is I8/i of all tv homes, 
based on NCS #3. 




ALFRED HITCHCOCK'S show is one of 65 programs being used as ammo in a bombardment 
of audience-survey statistics between NBC and TvAR. Network says rep's 'tilt' study is 'slanted' 
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Outside areas called bonus in NBC's refutation of TvAR study 



Program 


Total 


Metro 


Outside 


Program 


T„i _l 

total 


Metro 


Outside 


MUUIcllLco 


area 


areas 


s re ss 


Audiences 


area 


areas 


areas 


Average — 65 programs 


46% 


33% 


13% 


GARRY MOORE 


46 


33 


13 


I'VE GOT A SECRET 


35 


23 


12 


DONNA REED 


47 


32 


15 


BONANZA 


~37 


^25 




MAKE THAT SPARE 


47 


36 


11 


TALL MAN 


37 


26 


~Ti 


G.E. THEATRE 


~47 


33~" 


14 


ROUTE 66 


37 


25 


— 12 


WHAT'S MY LINE 


47 


"35" 


"12 


TALES OF WELLS FARGO 


38 


28 


10 


CHECKMATE 


47 


35 


12 


NATIONAL VELVET 


38 


25 


13 


BELL TELEPHONE HOUR 


47 


33 


14 


WAGON TRAIN 


39 


27 


12 


ALFREO HltCHCOClT 


47 


34 


13 


LARAMIE 


40 


28 


12 


PERRY COMO 


48 


34 


14 


BACHELOR FATHER 


40 


29 


11 


LAWMAN 


~4S 


34 


f4 ~ 


RAWHIDE 


40 


27 


13 


SHIRLEY TEMPLE 


48 


35"" 


13 


MAVERICK 


40 


30 


10 


OZZIE & HARRIET 


~48 


35~ 


13 


ANDY GRIFFITH 


41 


29 


12 


MY THREE SONS 


49 


35 " 


14 


DENNIS THE MENACE 


42 


29 


13 


WALT DISNEY 


49 


34 


15 


HENNESEY 


42 


31 


11 


THRILLER 


^49 


37 


12 


RED SKELTON • 


42 


30 


12 


DETECTIVES 


^49 


36 


13 


OUTLAWS 


42 


30 




SING-ALONG 


49 


35 


14 ~ 


PETE & GLADYS 


43 


32 


11 


CANDID CAMERA 


49" 


36 


U~ 


DANNY THOMAS 


43 


30 


13 


TWILIGHT ZONE 


50 


38 


12 


DOBIE GILLIS 


43 


31 


12 


EYEWITNESS 


50 


37~ 


13 


HAVE GUN, WILL TRAVEL 


43 


32 


11 


77 SUNSET STRIP 


50 


37 


13 ~~ 


CHEYENNE 


43 


30 


13 


FLINTSTDNES 


51 


36 


15 


RIFLEMAN 


43 


31 


12 


LEAVE IT TO BEAVER 


52 


37 


15 


REAL McCOYS 


44 


30 


14 


SURFSIOE 6 


52 


37 


T5 


PRICE IS RIGHT 


44 


30 


14 


CBS REPORTS 


49 


36 


13~ 


PERRY MASON 


44 


32 


12 


ADVENTURES IN PARADISE 


53 


38 


15 


TO TELL THE TRUTH 


44 


31 


13 


HAWAIIAN EYE 


53 


40 


13 


EO SULLIVAN 


46 


34 


12 


UNTOUCHABLES 


53 


40 


13 


U.S. STEEL HOUR 


45 


33 


12 


NAKED CITY 


58 


44 


14 


ARMSTRONG CIRCLE THEATRE 


45 


33 


12 


ROARING 20 s 


58 


45 


13 


GUNSMOKE 


45 


33 


12 


BUGS BUNNY 


58 


40 


18 


FIGHT OF THE WEEK 


45 


33 


12 


Coverage of all tv homes 


55%* 


36% 


19% 


JACK BENNY 


46 


34 


12 


*55% is TvAR's figure. 36%, 19% and other fig 
table were derived bv NBC through ARB. Table sh 


tres in 
ows % 


FATHER KNOWS BEST 


46 


33 


13 


LAWRENCE WELK 


46 


32 


14 


of full network audience provided by top 20 rn-arkets. 
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"Another example of TvAR's over- 
statement of the coverage of these 
stations is in audience delivery in the 
metropolitan areas, where all stations 
provide excellent service. 

"Of course, these stations also ef- 
fectively serve many counties outside 
the metropolitan area but the indi- 
vidual county audience figures are 
not available. 

"The metro areas of the top 20 
markets contain 36% of all tv homes. 



"Since TvAR claims that these sta- 
tions cover a total of 55% of all tv 
homes, they are claiming coverage of 
an additional 19% in the outlying 
areas." 

The accompanying table. NBC 
claims, "shows the individual pro- 
gram audiences in total, as reported 
by TvAR, and broken out into the 
metro and outside area audience. 
This reveals that no program has an 
audience as high as 19% in the out- 



side area, only one has 18% and all 
others have 15% or less." 

As to cost, the NBC bulletin points 
out that "one major factor over- 
looked by TvAR is that the rates of 
these stations account for only 3C to 
38% of the full network costs. 

'As of 1 February. NBC's top-20 
rate is $51,750, compared to the full- 
network rate of $136,605; CBS rates 
are $51,590 and $135,940, and ABC's 
(Please turn to page 67) 
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looking for a big one? 



They don't come much bigger than Outdoor advertising! In 
fact, Outdoor might just be the big idea you've been looking 
for to make you look bigger in your client's ever-watchful 
eyes. When his message goes outdoors, it's up there big and 
bold in glorious color, larger than life. It's right out in the 
marketplace where everybody can see it ( research shows 94% 
of car-owning families see your poster 2 1 times each month!) 
The impact is sensational, the exposure is tremendous and 



best of all, the cost is low. Outdoor advertising actually costs 
one-tenth to one-fifth as much as most primary media! 
Away from the crowded printed page and overloaded air- 
waves, your client's message always gets "preferred position," 
just three minutes away from the cash register. Outdoor is 
truly the marketer's medium. Call your Outdoor advertising 
representative or local plant operator — he's full of ideas 
about how you can use Outdoor imaginatively. Get the idea? 



here's 



HARTFORD'S 




with Comprehensive Appeal ! 



WPOP 



Phillip ZoppI Adam Young. Inc. 
V.P. & Gen'l Mgr. Nat l Rep. 




Media peoplt 
what they are doin 



and sayi 

TIMEBUYER' , 
CORNER 




Hieks & Greist, with Stan Newman the new v. p. and media director, 
has reorganized its media department and swilehed to the all-media buy- 
ing system. Tlic radio,, tv production and programing department con- 
tinues under the supervision of H&G v. p. Vincent Daraio. Horace Jud- 
son, previousl) the ageney s print media direetor, was appointed ageney 
service supervisor. 




AFTER market presentation made by Advertising Time Sales for its Louisiana stations, 
KPLC (AM & TV), Lake Charles, and KALB (AM & TV), Alexandria, (l-r) Phil Stumbo, 
McCann-Erickson broadcast supervisor on Humble Oil, Art Reuben, stations' nat. 
sales dir., and Curt Peterson, the agency's a.e. on Humble, lunch at the Envoy 

Of Mutual Interest, Mutual Radio's newsletter, reports that 
the network's executives are worried heeaiise its softhall team 
recently won over Necdhaiii, Louis & Brorhy's, 22-16. Com- 
ments the hulk-tin: "Had public relations, heating an ad agency. 
Could lead to heaven knows what. The word is out that any 
Mutual hallplayer ever caught practicing again had heller start 
clearing his desk." To NL&B staffers it said, "Our apologies, 
gentlemen. The whole lliin«r went to our heads." 



"The media end of the business is as satisfying to ine today as it was 
when I began in it 26 \cars ago," remarked Frank Coulter, Y&R's as- 
sociate media direetor. as he retired this month. A veteran of the ad 
business including 22 years at Y&R, he began his advertising eareer with 
N. W. Aver, Philadelphia, in 1926. Ten years later, he moved to Ayer's 
Xew York offiee and pioneered tiinebuying in the clays when local radio 
had only a vague idea of its tremendous audienee. 

(I'lease turn to page <I6) 
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There must have been a smart one who got out ahead 
with his product by taking a different route. 

YOUNG & RUBICAM, Advertising 
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NOW NUMBER 




IN FLORIDA 

ORLANDO-DAYTONA 

Fastest growing 
market in Florida 

Nat. Mkt. Homes* 
Ranking* TV 

Miami 26 566,300 

Tampa 40 425,100 

Orlando- 

Daytona 67 292,100 

Jacksonville 75 257,700 

•Television, May 1962 

WESH-TV 

Florida's Channel 2 

REPRESENTED BY AVERY-KNODEL 





TIMEBUYER 
CORNER 



(Continued jrom page 



Covers more of Florida than 
any other TV Station 



Radio knew its audience was big, hut measuring and proving 
it was a problem. Free merchandise was offered and contests 
were run to show mail-pull . and stations would use the furthest 
point of post marks to determine eoverage. This was the radio 
Frank Coulter and other pioneer media people explored. 

When Coulter joined Ayer in New York in 1936, he was assigned to 
the Atlantie Refining aeeount and was the first to buy play-by-play 
sportscasts in a large number of markets, in their behalf. He bought an 
entire season, totaling 42 baseball games, and the show's effect on gaso- 
line sales was so successful that Atlantie sponsored the program for four 
straight seasons. 




VISITORS' bureau head of Washington, D. C, Jim Ford (r), Summer Jubilee Queen 
Nancy Stuckey of WMAL-TV, Bates' Steve Katzman lunch at Regal House Rest. 

In 1910, he left Ayer to heeome a buyer for Y&R. In 1949, 
Y&R made him head timehuyer, and when the agency adopted 
the all-media buyer system in 1952, be was named associate 
media director. Up to last mouth, be was responsible for buy- 
ing on Goodrich, Singer Sewing Machines, Bec-ch-Nnt Life 
Savers, baby foods, and eougli drops, Arrow Shirts, Bufferin, 
Sal Hepatica, and Exeedrhi. 

Coulter lives with his wife Helen in Searsdale. N. Y„ and has a 24- 
year old son in the Air Force. Of his future plans, lie eomments, "As 
Eisenhower said when he retired, I'm going to sit in my roeking ehair 
for the fin-t six months — and after that, start roeking slowlv." ^ 
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ANOTHER 
AWARD FOR 
"AMERICAN 
CIVIL WAR" 

UNIQUE TV SERIES 

CONTINUES TO 
HOLD SPOTLIGHT 

Cited for "outstanding 
achievement" by the 
Civil War Centennial 
Commission, this dis- 
tinguished TV series is 
also a former winner of 
the Sylvania Award for 
"Outstanding Contri- 
bution To Creative Tel- 
evision Technique." 

In the first year of 
the Civil War Centen- 
nial, over 70 markets 
have telecast this 
highly praised series. 
And this is only the be- 
ginning! The Civil War 
Centennial will be of 
public interest through 
April, 1965. 



TRANS-LUX 



Among our many 
sponsors are: General 
Foods, Ralston-Purina, 
Renault Auto, Conti- 
nental Oil, Iron City 
Beer and Nationwide 
Insurance. 

Some of the scores 
of stations that have 
telecast th is series are: 
all Westinghouse sta- 
tions; WABC-TV, N.Y. 
City; WMAL-TV, Wash- 
ington, D.C.; KOMO-TV, 
Seattle, Wash.; KMBC- 
TV, Kansas City, Mo.; 
WTVN-TV, Columbus, 
Ohio and WTVR, Rich- 
mond, Va. 

13 dramatic action- 
filled half hours based 
on the amazing photo- 
graphs of Mathew 
Brady. 



Produced by the 
Westinghouse Broadcasting Co. 

Distributed by 

TRANS-LUX 
TELEVISION CORP. 

New York • Chicago • Hollywood 
"ENTERTAINMENT FOX MILLIONS- 
MILLIONS FOX ENTEXTAINMENT" 
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COMPUTERS 

{Continued from, page 32) 

Another service in the ARB ex- 
pansion move is the addition of an- 
other data segment — a geographical- 
ly denned "marketing area" — to the 
already-existing "Marketing Digest." 
The idea here, says Gross, is to have 
within the confines of one cover a 
report giving overall marketing data 
of hasic marketing facts which can 
be helpful in evaluating marketing 
areas, station performance in those 
areas, station rankings, etc. To be 
published annually, the first of the 
new reports is scheduled for release 
this August. 

Elsewhere in the computer/quali- 
tative data picture, the TvB commit- 
tee investigating the interest in and 
cost of additional market research, 
as well as the possibility of bringing 
this data to a central place, as re- 
ported in sponsor's computer re- 
port no. 3 (21 May), is proceeding 
according to plan, meeting with both 
agencies and research houses. SPON- 
SOR hopes to have a comprehensive 
report on their findings in the next 
several weeks. ^ 



ETV 

{Continued from page 35) 

meaning of the computer in the mod- 
ern era as an extension of human 
logic. IBM's investment in this series 
will total more than $200,000. 

Humble Oil and Refining spent 
$100,000 for the rights to An Age 
of Kings (the BBC production of 
Shakespeare plays) over NET's affili- 
ates. NET waived its rights to An 
Age of Kings in New York and 
Washington and thus gave commer- 
cial outlets in those cities an oppor- 
tunity to obtain the series, because 
there were no etv outlets in either of 
the two metropolitan areas. This, of 
course, will be changed shortly in 
New York with the arrival of WNDT 
on channel 13. Additionally, Humble 
Oil spent nearly $150,000 promoting 
the series with special booklets, li- 
brary and school posters, etc. Dr. 
Frank Baxter provided special open- 
ings and closings for An Age of 
Kings. 

American Cyanamid is presently 
considering a continuing series en- 
titled Science Central which will 
show what is at the frontier of the 
various sciences. To date, Cyanamid 
has given NET approximately $30,- 
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"FRONTIERS OF 
KNOWLEDGE" 
RATES WITH 
SPONSORS 

NEW TELEVISION 
SERIES CLICKS 
WITH CLIENTS 

"I found it fascinating! 
— so will a TV audi- 
ence!"— nine words 
from the client and the 
series is sold again. 
First to Colgate-Palm- 
olive Company; then to 
First New Haven Bank; 
then Motorists Mutual 
Insurance Company. 

"Frontiers" makes 
good sense to anyone 
(station, agency or 
client) who believes 
that television can in- 
form, enlighten and en- 
tertain in one half hour. 



TRANS-LUX 



12 half hour pro- 
grams probe the future 
of space, medicine, 
crime detection, chem- 
istry, science, trans- 
portation and other 
"Frontiers of Knowl- 
edge." 

Titles: 
"Dead Men Tell Tales" 

"The Shrinking Sky" 
"Man's Deadly Burden" 
"Concept: 
One Medicine" 
"The Miracle 
of Speech" 
"Tikal: Ruins of 
Greatness". 
"Conquest of Pain" 
Plus five (5) more in 
production 
• 

Produced by WFIL-TV, the 
Triangle Publications' station 
in Philadelphia, in coopera- 
tion with University of Penn. 

Distributed by 

TRANS-LUX 
TELEVISION CORP. 

New York • Chicago • Hollywood 
"ENTEXTAINMENT FOX MILLIONS- 
MILLIONS FOX ENTEXTAINMENT" 



SPONSOR • 18 JUNE 1962 



47 



(Mill toward 1 1 it* production of the 
>er ie-. 

World Hook l"tic> i iojiodia has giv- 
en M'.T a grant in excels of $9(1.000 
for a Li-program .-cries which tells 
tin- >age of 13 watcher* for knowl- 
edge and how thej found that knowl- 
edge. 

National \»n. of Manufacturers 
underwrote a 10-prograin series 
called The American Business Sys- 
tem showing how people play various 
roles in the marketplace of American 
economy. The content of the pro- 
grams was determined 1>\ a commit- 



tee of leading economic edueators. 
NA.M's grant was over S200.000. 

AFL-C10 asked NET to produce a 
series called Briefing Sessions which 
came to over $70,000. 

Mead Johnson Laboratories, divi- 
sion of Mead Johnson and Co.. gave 
a grant of $30,000 for a six-program 
scries entitled Family Doctor. 

American Medical Assn. gave $20.- 
000 toward the production of a two- 
program series called You and Your 
Doctor. 

A number of Swedish companies 
have underwritten, to the tune of 




WBAP-TV RIDING HIGH AS COLOR 
ENTHUSIASM GROWS TEXAS-SIZED 

Roy Bacus, WRAP-TV Station Manager (with Linda 
Loftis, Miss Texas): "Color TV is the ultimate in home 
entertainment, education and advertising, and the 
Dallas-Fort Worth market is enthusiastic. Our Color 
shows are scoring high ratings, and we plan increases to 
our 42-hour Color week. More and more advertisers are 
enjoying Color TV's advantages and prestige." Color 
TV can do Texas-sized things for you, too. Find out 
how today from: J. K. Sauter, RCA, 600 N. Sherman 
Dr., Indianapolis 1, Ind., Tel: ME 6-5311. 



$70,000, an eight- program series, 
Portrait oj a Small Country, which 
provides a basic knowledge of life in 
Sweden. Underwriters include Addo 
Machine Co., Swedish-American 
Steamship Co., and Volvo Import. Co. 

Time, Inc., and Rand McN'ally & 
Company contributed $25,000 toward 
the making of a half hour program, 
Face oj the World. 

Kraetzer told sponsor that NET 
has been discussing potential program 
series with sueh toprung American 
companies as S. C. Johnson & Son, 
Boeing Aircraft, Union Carbide, 
.Metropolitan Life, General Electric, 
and U. S. Steel. 

How do companies underwriting 
NET s program services feel about 
their participation in etv? Dr. 
Charles H. DeCailo. IBM's director 
of education told sponsor : "America 
today is deeply involved in scientific 
and technological change. This 
change is essential to our survival 
and prosperity. However, such change 
does not take place in a vacuum. 
People must he prepared for it — both 
to cause it and to be able to adapt 
to it. The key to this preparation is 
education. Television, a great land- 
mark in technological advance, can 
contribute profoundly to the educa- 
tion of children and adults for this 
exciting era. IBM is delighted to 
have the opportunity to help support 
NETHC's outstanding program of 
public education." 

Edward Maher. vice president of 
public relations for NAM. told SPON- 
SOR that NET "was an excellent me- 
dium through which to tell the story 
of the American economy." The 
NAM, he said, was pleased with the 
objective approach NET has taken 
in telling the story "of the American 
way of life." 

Also heartwarming was the reac- 
tion at American Cyanamid. John 
Ford, director of public relations, 
told sponsor there was widespread 
agreement among his colleagues that 
etv represents a significant oppor- 
tunity "for public service ventures by 
industry. Cyanamid's explorations 
in the field are aimed at determining 
the role that a company can play in 
helping to advance educational tele- 
vision's scope and effectiveness," 
Ford declared. 

Outpourings of thanks came from 
Humble Oil and Refining for the 
manner in which NET handled An 
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Age of Kings. Herman P. Pressler, 
vice president, public relations, told 
NET that it was gratified "at the re- 
sults to date of our decision to make 
possible the broadcasting of An Age 
of Kings on NET's affiliated stations 
across the country . . . even our pre- 
liminary measurements indicate a re- 
action that far exceeds our most opti- 
mistic hopes ... our president wrote 
to many business and community 
leaders in viewing areas, calling their 
attention to this cultural and yet non- 
commercial endeavor ... all of this 
has been most heartwarming. It has 
strengthened our conviction that a 
responsible corporation has both an 
obligation and a very real opportu- 
nity in joining with you in providing 
the American people with such a re- 
warding adventure in knowledge and 
culture." 

Observers in the broadcast field 
point out that no longer is the etv 
advocate merely a "do-gooder" with 
fedora in hand when he approaches 
big business with a suggestion to 
underwrite NET programs. Accord- 
ing to the observers, men such as 
Kraetzer have a resounding and effec- 
tive story to convey to big business — 
a telling story why industry should 
invest its money in etv. "We've just 
begun to go places," Kraetzer ex- 
claimed. He emphasized that NET 
was not a film distributing agency 
for institutional films. "We plan and 
produce programs of scope, excite- 
ment, talent and resources," he said. 
They are the type of programs that 
our stations cannot muster for them- 
selves." In 1959. Kraetzer said. NET 
got a terminal grant of $5 million 
from the Ford Foundation to launch 
its activities. 

It has been pointed out. moreover, 
there are some people who still be- 
lieve that etv consists solely "of a 
professor lecturing in front of a gray 
drape, to be followed by another pro- 
fessor lecturing in front of a gray 
drape." This is a total misconception, 
according to Kraetzer and White. 

"Our objective is not to duplicate 
but to supplement the normal com- 
mercial fare," White told a group of 
admen recently. "The task for non- 
commercial, educational broadcast- 
ing is to fulfill for large numbers of 
people the particular interests and 
needs that are not adequately met by 
commercial television. This demands 
wise and imaginative programing. 




WAVE-TV gives you 

28.8% more SMOKERS 

—28.8% more viewers, minimum! 



Since Nov.-Dec, 1957, NSI Reports have never 
given WAVE-TV less than 28.8% more viewers 
than Station B in the average quarter-hour of 
any average week! 

And the superiority during those years has 
gone as high as 63.6% more viewers! 

More viewers = more impressions = more sales! 
Ask Katz for the complete story. 



CHANNEL 3 • MAXIMUM POWER 
NBC • LOUISVILLE 

The Katz Agency, National Representatives 
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For while our stations nc\er should 
expect to and ne\er do — lia\e the 
majorih of set owners tuned to their 
channel* at any one given moment, 
we must program in such a way that 
most set owners tune us in at one 
time or another becau-e something 
we offer excite^ or challenges them. 
Our program schedule is best com- 
pared to a good library where you go 
to select material!- to fulfdl in depth 
your particular needs or interests of 
the moment."' 

In addition to NET network under- 
writers, mam affiliates have devel- 
oped a fine assortment of local under- 



writers. A series now in its third year 
entitled The Golden Years on WMVS- 
TV. Milwaukee, is being underwrit- 
ten by Northwestern Mutual Life In- 
surance Co. A number of other Mil- 
waukee companies have underwritten 
programs dealing with the struggle 
between communism and capitalism. 
WTTW, Chicago, obtained Marshall 
Field & Co. as underwriter for Story- 
teller, a children's program. Garden- 
er's Guide was underwritten by La 
Salle National Book. Allied Radio 
underwrote Voice Across the Sky, a 
series on radio operation. A public 
affairs special, dealing with Premier 



Nikita Khrushchev's last visit to the 
UN was underwritten by the Buffalo 
Courier Express over WNED-TV. 
Buffalo. This is a small sample of 
the wide variety of institutions pro- 
viding grants on a local level. 

"There is in fact a healthy and 
growing relationship between indus- 
try and non-commercial television," 
White said. "This is as it must be, 
for if this fourth network whose func- 
tion it is to provide cultural and edu- 
cational opportunities for all listen- 
ers is to play an effective role it must 
remain free — which means it is im- 
perative it have a broad-based finan- 
cial support from all elements of 
American societv, including indus- 
try." 

Barring any unforeseen mishaps, 
industry leaders along with Kraetzer, 
White and their colleagues firmly be- 
lieve that more large corporations 
will soon join the present company 
of NET underwriters in an effort to 
| bring to the American people pro- 
grams which further our common 
goal — "the pursuit of excellence." Be- 
fore long it will be fashionable, ob- 
servers note, for big business to 
embrace one of the most attractive 
handmaidens in the communications 
field, namely educational television. 
NET, in particular, it appears, will 
be wearing the wealthy admirer's 
fraternity pin. ^ 



TIME BUYER'S TWIST 

(Continued from page 37) 

the hosting station manager. Need- 
less to say, the presentation suffered 
greatly from the competition. 

The following day, in agencies up 
and down the avenues, timebuyers 
who attended the party were dem- 
onstrating the strange exhibition they 
had witnessed. Some described it as 
a sort of Ubangi fertility rite while 
others thought it more representative 
of St. Vitus' Dance. By afternoon, 
the demonstrations spread from me- 
dia to the creative, marketing, and 
research departments. By evening, 
sacroiliacs were exploding like pop- 
corn. 

On the day after that, Clive Shrug 
was called — still twisting — onto the 
carpet of Vice President Niblick. 

"You," Niblick accused, "have 
made MS&N the laughingstock of 
advertising!" 

"You," Niblick roared, "have 
ruined our image! You're fired!" 




COLOR TV PICTURE IN FLORIDA 
BIG AND BRIGHT FOR WFGA-TV 

Jesse Cripe, WFGA-TV General Manager: "Color TV 
is paying off with the rapid growth of Color sets and 
viewer interest in Jacksonville. Climbing circulation 
has brought more and more advertiser requests for 
Color, and our revenue is growing. Added prestige and 
audience loyalty are two more WFGA benefits from 
Color. Now, we're adding to our Color facilities and 
programming." Color TV can pay off for you, too. Find 
out how today from : J. K. Sauter , RCA, 600 N. Sherman 
Dr., Indianapolis 1, Ind., Tel: ME 6-5311. 
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Clive reddened, but went right on 
twisting; he couldn't stop. 

"And stop wearing out my Bige- 
low!" thundered Niblick. 

Meanwhile, the young lady in sta- 
tion promotion had lost her job for 
her role in helping to sabotage her 
manager's presentation. 

"That's a shad story," he said. 

"Mush too shad," his friend 
agreed. 

"Not really," said Raoul. "It had 
a happy ending:" 

While Clive was in the process of 
being fired by Mr. Niblick, in walked 
the client who had that touchy cat 
food account. He took one look at 
Clive twisting and jiggling about like 
a willow in a windstorm, and ex- 
claimed, "There! That's what I like 
to see! Some visible signs of nevous- 
ness in my agency people!" 

So Clive was rehired on the spot 
and made associate media director 
on the account. 

His twisting also proved helpful 
in his work. At agency plans board 
meetings, it gave him an air of alert- 
ness and the appearance of listening 
to everybody at one. Clive became 
very popular and later a vice presi- 
dent. 

"Not so shad after all," said half 
of Raoul's audience. 

"Mush better," said the other half. 
"Only why was it hushed up?" 

Just then another customer walked 
into the bar. To say that he "walked" 
does not quite describe it. His steps 
faltered in the manner of an Arthur 
Murray beginner trying the Hesita- 
tion Waltz. His arms flapped wildly. 

Raoul knew him well. He was 
Haps Fitler, a station rep. The three 
watched the pathetic approach. 

"Thish guy coming," the one cus- 
tomer asked, "is he doing the Time- 
buyer's Twist?" 

Raoul shook his head. "No," he 
replied. "What you see now is the 
beginning of America's next dance 
craze — the Rep Step." ^ 

DETROIT STRIKE 

(Continued from page 39) 
time and depth — as other area sta- 
tions did, WWJ gave its regular 
women's show commentator, Fran 
Harris, the additional task of report- 
ing news carried in the women's 
pages. 

Since WWJ-TV is owned by the 
Detroit News, one of the striking 
(Please turn to page 67) 



The smartest bees are those who go 
where myriads of petunias grow ,4 ^ 




Smart advertising planners recognize the rich sales potential of In- 
land California and Western Nevada markets. And they know that 
a single media decision can put a selling message into this entire 
area. BEELINE RADIO does it. The McClatchy stations reach more 
radio homes than any other combination of stations here — at the 
lowest cost per thousand. (Nielsen Coverage Service 1961, SR&D.) 

McClatchy Broadcasting Company 

delivers more for the money in Inland California and Western Nevada 

PAUL H. RAY M E R CD. — NATIONAL REPRESENTATIVE 

KOH RENO • KFBK SACRAMENTO • KBEE MODESTO . KMJ FRESNO • KERN BAKERSF1ELD 
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SPONSOR 
WEEK 



WRAP-UP 



Syndication 

(Continued from Sponsor Week) 

But there are only three conven- 
tional titles which appear set for 
syndication through conventional 
channels: CBS Films' jungle series 
Tongola, ITC's Sir Francis Drake, 



PUBLIC SERVICE Citation is accepted by 
WITH, Baltimore from the Department of the 
Army. Station supported army recruiting with 
time and assistance valued at some $34,228 



and Ziv-UA's "World of—," a bio- 
graphical series. 

Of course, this list omits unusual 
programing syndicated by station 
groups, including WBC's Steve 
Allen, Storer programing, station 
documentaries, TAC efforts, and the 
life. 



HEARTY WELCOME is extended to Joseph 
Kotler (r), new v. p. of Warner Bros, tv pro- 
gram div. by pres. Jack Warner, on recent 
visit to the film firm's studios in Burbanlt 



Advertisers I 

Bell & Howell still seems sold on I 
the controversial tv public affairs I 
format. 

The camera firm has signed for 1 
another year with ABC TV of 18 I 
Close-Up shows, two more hours I 
than contracted for the current sea- I 
son. One reason for B&H's contin- I 
ued loyalty to this kind of sponsor- I 
ship: as of the end of 1961 this spon- 1 
sor obtained share-of-market sales I 
leadership in amateur motion picture 1 
equipment for the first time. 

Another indication that the as- I 
sociation between Bell & Howell and 1 
prime time public affairs is not a 



EMBARKING on a 21-day tour of U.S. in- 
stallations in Europe is WGBS, Miami news 
dir. Spencer Danes. Journey with 17 other 
newsmen was at invitation of State Dept. 




BBDO COMPUTER digests its first auto- 
matic broadcast presentation, developed by 
RKO General Sales as BBDO's Herb Mane- 
loveg and RKO's Don Quinn stand by 
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fly-by-night one: virtually all of 
B&H's ad budget is sunk into this 
network tv effort. 

There's a postscript to the above 
dealing with Bell & Howell's han- 
dling of a programing problem prob- 
ably faced by other tv public affairs 
backers. 

Whereas this season's Close-Ups 
were all half hours, the upcoming 
series will include two one-hour seg- 
ments. But for the most part, pro- 
ducer John Secondari still has to 
work within the half-hour limitation, 
which he definitely feels to be a 
handicap in the documentary area. 

Close-Up has devised a formula 



to fit the shorter time period: they 
use one person as the symbol for 
the whole episode and peg the prob- 
lem on factors that make up his life. 
For instance, in episodes concern- 
ing Presidential security measures 
and another on forgery, a secret 
service man was selected, and the 
action deals with how he functions 
on such cases. 

Carnation's fall network plans, via 
Erwin Wasey, R&R, include the larg- 
est tv commitment ever undertaken 
by the company. 

Schedule will include two new 
NBC TV nighttimers ("The Virginian" 
and "It's A Man's World") and four 



daytime CBS TV shows. 

Carnation estimates this will yield 
77% greater commercial capacity 
than in the past. It's the firm's first 
bi-network season. 

Campaigns: Carling Brewing has 
launched its new Summer Fair cam- 
paign, the most complete summer 
ad push in its history . . . Campbell 
Soup expects to spend in excess of 
$12 million in the coming year on its 
Red Kettle Soup Mixes, with heavy 
tv spot a major factor in the intro- 
duction . . . Colorforms, New Jersey 
toy maker, is boosting its sales drive 
this summer with the addition of 31 
weekly tv spots on a local basis in 




SPORTSMEN by avocation involved in tv 
buy: Dorothy Sutton (EWR&R), tennis; Don 
Park (KNXT, L. A.), golf; Frito-Lay's Dick 
Crosby (basketball), Gecrge Ghesquiere 




SOUND OF NEW YORK tapes are neatly wrapped and presented by WABC v.p. Harold L. 
Neal, Jr., to Mayor Robert F. Wagner. The series, produced by the station with N.Y.U., 
features interviews with top city officials. On hand (l-r): Dr. Theodore Lang, city personnel dir.; 
Neal; Wagner; N.Y.U. professor Martin Dworkis; professor Arnold Gorin, who conducted show 




SALUTE TO SPACEMEN — Service Awards presented by WVEC-TV, Norfolk-Hampton and the city of Hampton, home of the astronauts. Above 
(l-r); Astronauts Schirra, Slayton, Carpenter, Hampton Mayor George Bentley, space program associate dir. Walter Williams, Glenn, Cooper 
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IN THf MR...tV£fiYWHERf 

IN GREATER KANSAS CITY 



RADIO 



KBEA 
KBEY 



FM 



fig/" ™" INt 

«— ■ MW /|J MINUTE SEGMENTS 
OF GOOD ALBUM MUSIC 
UNINTERRUPTED 
BY COMMERCIALS 



Represented j 
Nationally 

by 

Broadcast 
Time Sales. Inc. 



Another Station of 



rilllC «AOIO CODFOIttTIOR 



KAKC — Tulsa 
KBEA— KBEY/FM 
Kansas City 
KXY2— KXYZ/FM 
Houston 



One oj America's t attttl Glowing Radio Croups 



Cuisine Exquise . . . Dans 
Une Atmosphere Eiegante 



addition to its schedule on CBS 
TV. 

PEOPLE ON THE MOVE: Anthony E. 
Valle to executive vice president in 
charge of marketing at Eversharp 
. . . Kenneth Mason to advertising 
director, effective 1 July, at Quaker 
Oats . . . Vernon A. Stromberg to 
associate media manager of Lever 
Bros. . . . James W. Andrews, adver- 
tising and merchandising manager 
of General Foods' Maxwell House di- 
vision to marketing manager of the 
Je 1 1-0 division and Victor A. Bonomo, 
product manager of Instant Maxwell 
House to advertising and merchan- 
dising of that division . . . Arthur P. 
Williams to president of Laura Scud- 
der's, snack foods manufacturer re- 
cently acquired by Pet Milk . . . 
Howard D. Wolfe, vice president, 
sales and advertising to a director 
and Lloyd Elston, board member and 
former manufacturing vice president 
to executive vice president of Peter 
Paul . . . Dick Paige to the news- 
paper advertising bureau, ANPA. 




Agencies 



Lunch and Dinner Reservations 
Michel : TEmpleton 8-6A9C 



BBDO is making sure that no listen- 
er to a radio network affiliate misses 
out his summer on the Pepsi-Cola 
jingle. 

The agency last week bought a 
saturation schedule on CBS Radio, 
giving Pepsi a grand slam of net- 
work activity. 

In other words, it's on all four 
networks. 

Appointments: Traub Co., Bronson 
Manufacturing, Roses, Inc., Ira Wil- 
son & Sons, and Allied Florists Assn. 
for Greater Detroit to Meldrum & 
Fewsmith, Birmingham, from the 
Fred M. Randall Co. of Detroit which 
has been dissolved . . . Shop-At- 
Home divisions of Gilchrists' Stores 
to Allenger Advertising, Brookline 
. . . Gordon Jewelry to Frank Tarn- 
men, Houston for tv advertising . . . 
Lady Arrow division of the Arrow 
Co. to Young & Rubicam . . . Sarong 
Inc. to Young & Rubicam . . . Caressa 
Shoes, Golden Valley Brands, Car- 
mel Myers and Parachlor Chemical 
to Moss Graff Associates . . . Norel- 
co hearing aids, a new product, to 



C. J. LaRoche, which already han- 
dles the electric shavers. 

Reported on the move: American 
Home's Dristan, from Tatham-Laird 
($6 million). 

New agency: Alfred E. F. Stern and 
Mann Scharf have formed Stern & 
Scharf with offices at 9021 Melrose 
Avenue, Los Angeles. 

New name: An independent west 
coast agency which has operated 
for the past three years, with others 
under the name Associated Advertis- 
ing Councellors has changed its 
name to Svenson & Associates and 
moved to new offices at 331 15th 
Street, Oakland, California . . . Geyer, 
Morey, Madden & Ballard is now 
called Geyer, Morey & Ballard to re- 
flect the move of Madden to Mc- 
Cann-Erickson. 

Top brass: Kevin Kennedy to Len- 
nen & Newell as senior vice presi- 
dent and management account su- 
pervisor on the P. Lori Hard account. 

New v.p.'s: C. Alec Pollard at Valen- 
tine-Radford, Kansas City . . . Rich- 
ard R. Strome at Ted Bates . . . Wil- 
bur T. Trueblood, Jr. at Krupnick & 
Associates . . . Louis J. Nicholaus 
at Geyer, Morey, Ballard, Los An- 
geles . . . Carroll C. Grinnell and 
John M. Maupin at BBDO New York 
. . . John S. Harper at Chirurg & 
Cairns' subsidiary, Creative Public 
Relations ... Ian W. Beaton and 
Jack R. Hendrickson at D. P. Brother 
Detroit . . . Joseph T. Shaw, Jr. and 
Robert J. Buck at Dancer-Fitzgerald- 
Sample . . . Lawrence S. Parker at 
" K&E . . . Robert J. Preis at Bates. 

PEOPLE ON THE MOVE: Robert 
Huntley to the copy staff at MacFar- 
land, Aveyard . . . Warren Jacobson 
to account executive at The Shaller- 
Rubin Co. . . . Gerald Charm to as- 
sociate art director at Wexton . . . 
Hugh R. Mack, Jr. to account execu- 
tive in the Birmingham office of 
Meldrum & Fewsmith . . . Jack H. 
Kurs to media director at Metlis & 
Lebow . . . Norman T. Mingo to 
Donahue & Coe as an account ex- 
ecutive. 
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Associations 



Part One of a proposed extensive 
three-part program of international 
service under the auspices of the 
Educational Foundation of American 
Women in Radio and Tv is ready to 
enter its pilot stage. 

It calls for providing an English- 
speaking foreign woman, profession- 
ally engaged in radio and tv, with 
an eight-week nationwide study of 
commercial and educational broad- 
casting in the U. S. The visitor will 
spend two weeks in each of four 
different geographical areas. 

Tv Stations 



TvB reported tv gains from two prod- 
uct categories in 1961 and the first 
quarter of this year. 

Household paper products and 
aluminum increased tv dollars by 
28.9% in the first quarter to $7,220,- 
515. For the full year 1961, 70.8% or 
$23,013,331 of measured consumer 
media expenditures went to tv. 
Leader was Scott Paper with three- 
media billings of $8,958,310 of which 
total 88.8% was for tv. 

Half of all measured consumer 
media money by photographic equip- 
ment and film manufacturers went 
to tv in 1961, adding up to $10,842,- 
221. This compares with 1960 tv bill- 
ings of $9,994,604. Leader was East- 
man Kodak which spent 44.5% or 
$5,204,151 of its budget in tv. 

WPIX, New York has hoisted the 
SRO sign for all pre and post game 
shows, station breaks and l.D.'s 
around the New York Yankee tele- 
casts. 

United Air Lines picked up, via 
Ayer, all primary l.D.'s for the sea- 
son completing the sponsor roster 
which already includes: American 
Doll & Toy, Bardahl Manufacturing, 
Chase Manhattan Bank, Colgate 
Palmolive, General Mills, Hertz, Bris- 
tol-Myers, Melville Shoe, Mobil Oil, 
Texaco, J. B. Williams, Ford Dealers 
of New York, New Jersey and Con- 
necticut. 

"Sportsman's Club" which is pre- 
sented prior to the pre-home games 



has been sold to General Electric's 
Housewares division via Maxon. 

PEOPLE ON THE MOVE: Randolph 
S. Brent to station manager for 
WVEC-TV, Norfolk-Hampton . . . Louis 
L. Tyrrell to chief engineer for 
WABC-TV, New York ... Hal Shore 
to sales manager of WNEM-TV, Flint 
. . . Lynn Dender, formerly of ARB, 
to Don Kemper Advertising in pub- 
lic relations . . . Earl J. Glade to vice 
president and Saul Haas to the board 



of Radio Service Corp. of Utah . . . 
Seymour "Hap" Eaton to general 
sales manager for WJBK-TV, Detroit 
. . . Richard F. Ahles to information 
director of WTIC-TV and radio, Hart- 
ford. 

Kudos: WNAC-TV, Boston got a Cita- 
tion of Merit from the Cambridge 
School for public service program- 
ing .. . John A. Schneider, general 
manager of WCAU-TV, Philadelphia 
has been appointed to a 14-member 




Pete Holland, of S.S.C.&B., joins the Tricorn Club 

How come? He's wise, that's how. Wise to the fact that North Carolina's 
No. 1 metropolitan market (in population, households and retail sales) is that 
combined three-city "tricorn" . . . Winston-Salem, Greensboro, and High 
Point. Want to join the Tricorn Club? You're probably eligible already, if 
you're also wise that North Carolina is the No. 12 state in population. And 
in the market upper crust today, my deah, one simply doesn't ignore the 
No. 1 market in the No. 12 state! And while you have your lorgnette out, 
remember WSJS Television is your best sales entree to all this Confederate 

m0neV - Sourer U S Ctnsus 




TELEVISION 



WINSTON -SALEM / GREENSBORO / HIGH POINT 

Ted VanErk, of Peters-Griffin-Woodward, "hats" Pete with Club symbol 
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committee of community leaders who 
will map plans for a projected $10,- 
000,000 expansion of facilities at the 
city's Trade and Convention Center 
. . . Odin S. Ramsland, executive v.p. 
and general manager of KDAL, Du- 
luth-Superior, was elected a director 
of KDAL Inc. . . . Thomas P. Chis- 
man, president and general manager 
of WVEC-TV, Norfolk-Hampton has 
been appointed to the Virginia Ed- 
ucational Tv Committee . . . Eldon 
Campbell, vice president and gen- 
eral manager of the WFBM stations 
in Indianapolis was awarded a doc- 
tor of humane letters degree by the 
Christian Theological Seminary of 
Butler University . . . WNAC-TV, Bos- 
ton news cameramen won three 
awards in the 37th annual photo- 
graphic contest of the Boston Press 
Photographers Assn. . . . Brevard 
Junior College commended WLOF- 
TV, Orlando for distinguished serv- 
ice to the community. 

Radio Stations 



The RKO General National Sales di- 
vision is circulating to agencies a 
new presentation on the Yankee Net- 
work. 

Featured is new research date re- 
flecting the balanced effectiveness 
of the network based on sales dis- 
tribution throughout the six-state 
New England area and qualitative 
information on its key station, 
WNAC, Boston. 

Ideas at Work: 

• In honor of Father's Day, WINS 
offered listeners the opportunity of 
taking dad to a New York Yankee 
game. To win: "Why my Dad is a 
Good Sport" in 50 words or less. 

• WBBF, Rochester broke all at- 
tendance records with its fifth an- 
nual family prom. Crowd exceeded 
15,000. 

• Travel habits of families in the 
WQXR, New York listening area are 
included in a brochure being sent 
to more than 2,000 travel advertisers. 

• A new concept for radio, utiliz- 
ing the visual as well as the audio, 
was launched by WWYN, Erie tagged 
"Watch the Weather on Radio." The 



feature is made possible by the new 
glass-fronted showcase studios on 
street level at Erie's busiest inter- 
section. 

• KBON, Omaha has added a 
"newsboat" to its fleet of mobile 
broadcasting equipment. The sta- 
tion originates live reports on local 
boating conditions 10 times each 
weekend, direct from the newsboat. 

Happy birthday: To CKLW, Detroit, 
celebrating its 30th anniversary dur- 
ing June. Station got a Citation ol 
Commendation from Governoi 
Swainson for faithfully and diligent- 
ly meeting its responsibilities. 

PEOPLE ON THE MOVE: William M. 
Kennedy to program and promotion 
manager at WLYN, Lynn, Mass. . . . 
Ken Quaife to assistant sales man- 
ager in charge of midwest sales at 
WOW, Omaha. 

Kudos: The state of Maryland and 
the city of Baltimore have officially 
designated June as WFBR 40th An- 
niversary Month. 

SFlti 



There seems to be a trend among fm 
stations to encourage agency inter- 
est in stereo commercials, via con- 
tests 

WTFM, New York has just com- 
pleted such a competition (SPON- 
SOR, 11 June, p. 63) and now KPEN, 
San Francisco has announced its 
"Stereo Commercial Challenge." 

The contest is open to timebuyers 
in San Francisco and Los Angeles. 
Entries will be accepted through 31 
July and prizes include multiplex 
stereo receivers and up to 50 free 
commercials for the client on whose 
behalf the winning commercials 
were submitted. 

Another contest beamed at agencies 
comes from The Greater Seattle FM 
Broadcasters Assn. 

Formed recently to promote fm 
broadcasting in that area, the asso- 
ciation is now looking for a logo 
and slogan. Nine charter members 
are offering $350 of air time and a 



Zenith console stereo set valued at 
$335. 

This contest ends 30 June. 

WLIR, Garden City has increased its 
stereo broadcasting to a full-time 
schedule. 

The station, which began multi- 
plex stereo broadcasting on 13 Sep- 
tember, 1961, now broadcasts 16 
hours per day during the week and 
17 hours on Saturday and Sunday. 

Networks 



There's a practical by-product from 
NBC TV's recently re-affirmed good 
will statement about the NAB Code 
Authority. 

In a letter to affiliates David C. 
Adams, senior executive vice presi- 
dent supported NAB prescreening in 
border cases. By strengthening in- 
dustry self-regulation broadcasting 
will avoid extensions of government 
regulation, Adams wrote. 

As an additional measure toward 
keeping affiliates informed, NBC's 
Broadcast Standards editors will 
prepare an appropriate synopsis of 
each program episode in the adven- 
ture, western and suspense drama 
categories as they review the scripts. 
These advance program summaries 
will be sent to affiliates and the 
Code offices. 

New affiliate: Capital Cities' Dur- 
ham-Raleigh outlet, WTVD, has 
joined the NBC TV network . . . 
WHAM, Rochester to ABC Radio. 

Sales: NBC TV's reruns of "Captain 
Gallant" starting 29 September to 
General Mills (Dancer-Fitzgerald- 
Sample) and Schaper Mfg. (Knox 
Reeves) . . . "The Virginians," "Sam 
Benedict," and "It's a Man's World" 
participations to Peter Paul . . . NBC 
Radio's "News on the Hour" for 
seven alternate weeks co-sponsor- 
ship to Wynn Oil (Erwin Wasey, 
Ruthrauff & Ryan). 

Summer replacement: "Sir Francis 
Drake," a dramatic half-hour filmed 
in England and handled by ITC will 
start on NBC TV 24 June (8:30) filling 
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the time period of the vacationing 
"Car 54, Where Are You?" Procter & 
Gamble (Burnett) will sponsor. 

PEOPLE ON THE MOVE: Don Curran 

from promotion director of the ABC 
radio o&o's to that post for the tv 
o&o's . . . Robert R. Pauley, ABC 
Radio president, to the Radio Board 
of Directors of the NAB and Morti- 
mer Weinbach, ABC vice president 
and assistant general counsel of 
AB-PT, to the Television Board of 
Directors of NAB. 

Representatives 



AM Radio Sales has inaugurated a ! 
plan of specialized research for na- 
tional advertisers. 

The first one, based on a special 
Nielsen analysis, compares impres- 
sions gained with a tv spot news 
schedule to a contemplated spot ra- 
dio schedule on three competitive 
radio stations in the same market. 

Compared are total impressions, 
unduplicated homes reached, audi- 
ence composition, number of view- 
ers vs. listeners per home and fre- 
quency of exposure to commercial 
messages. 

Continental Broadcasting has 
opened a Los Angeles office, reflect- 
ing the recent acquisition of KDAY 
in that market. 

The firm, which is a subsidiary of 
Rollins Broadcasting and reps the 
Rollins stations (WNJR, Newark, 
WBEE, Chicago, WRAP, Norfolk, 
WGEE, Indianapolis, KDAY) already 
has offices in New York and Chicago. 

Named to head the new branch 
is Hank Guzik. 

Rep appointments: WISN, Milwaukee 
to Daren F. McGavren Co. . . . KIMN, 
Denver to John Blair. 

PEOPLE ON THE MOVE: James D. 
Bowden to midwest manager in Chi- 
cago for Broadcast Clearing House 
. . . Tom Judge to account executive 
in the New York office of CBS Tele- 
vision Stations National Sales . . . 
Esther M. Rauch to director of radio 



research and sales development at 
Adam Young . . . Joseph E. "Bud" 
Mertens to account executive in the 
Chicago office of Storer Television 
Sales . . . Harry Harkins to manager 
of the Atlanta office for Boiling . . . 
Norman R. Prouty to the New York 
radio sales staff of Advertising Time 
Sales . . . Robert E. Ryan to man- 
ager of sales development for CBS 
Radio Spot Sales. 

Film 



Westinghouse Broadcasting can 
count at least 17 stations on its ros- 



ter when the new, on-tape, late-night 
"Steve Allen Show" debuts next 
week. 

The 12 stations outside Westing- 
house's own five are: KTLA, Los An- 
geles; WTOP-TV, Washington, D. C; 
KMBC-TV, Kansas City; KTVI, St. 
Louis; KR NT-TV, Des Moines; KATU, 
Portland; WGAN-TV, Portland, Me.; 
WLWI, Indianapolis; WCCO-TV, Min- 
neapolis; WHYN-TV, Springfield; 
KOOL-TV, Phoenix; WPIX, New York. 

There are two recent ratings stories 
from film companies which tout the 

{Please turn to page 64) 




"COLOR IS KEY TO MARKET 
LEADERSHIP," SAYS WSAZ-TV 

C.ThomasGarten,WSAZ-TVGeneralManager: "Color 
TV enthusiasm is growing fast in the Charleston- 
Huntington area. Color is greatly influencing program 
selectivity. It has proven promotional advantages. 
We're the leader in this market, and one sure way to 
stay in the lead is with more and more Color." Have 
you looked into Color TV? It pays. Find out how it can 
pay off for you from: J. K. Sauter, RCA, 600 N. Sherman 
Dr., Indianapolis 1, Ind., Tel: ME 6-5311. 
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ROCHESTER, NEW YORK 
IS MOVING . . . 




midtown plaza the gigan- 
tic shopping city of tomorrow, 
here today — boldly unique in 
America — a vibrant milestone 
in a dynamic metropolis' march 
into prosperity! 

ROCHESTER, NEW YORK a 

progressive city of high skill, 
high employment, high income, 
high ownership— witness: 



SPENDABLE INCOME 

. . . 19% above national average 

SKILLED, PROFESSIONAL AND 
TECHNICAL EMPLOYEES (54%) 

. . . 29% above national average 

HOME OWNERSHIP (67%) 

... 21% above national average 

INCOME ABOVE $10,000/YEAR 

. . . 23% of Rochester metro area 

(All figures courtesy 
Rochester Chamber of Commerce— 1962) 



TD REACH DEEP INTO THE PROSPERITY OF ROCHESTER, NEW YORK, 
YOU CAN NOT CHOOSE A MORE RESPONSIBLE VOICE THAN . . . 

WHEC-TV® 

CHANNEL 10, ROCHESTER, N.Y. 
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What's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 
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Copyright 1962 
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The naming of the new FCC commissioner turns into a cliff-hanger, with the 
usual oracles making the usual guesses, unperturbed by past mistakes. 

The deadline draws near, in that the John Cross term ends on 30 June. However, 
Congress has now provided that a commissioner can serve until his successor is appointed, 
so urgency is absent. 

Powerful Rep. Oren Harris (D., Ark.) leads the entire Arkansas Congressional delega- 
tion in urging the President to reappoint Cross. Cross, often aligned with the FCC conserv- 
atives is no favorite of Newton Minow's, and Minow is strong in the White House. 

Harris, however, appears to have at least the tacit backing of Sen. Warren Magnuson 
(D., Wash.), chairman of the Senate Commerce Committee which has in the Senate the 
same jurisdiction over broadcasting matters that the Harris Commerce Committee has in the 
House. Magnuson has kept his hands off the appointment, true. But he has a candidate, 
his own protege Kenneth Cox, now heading up the FCC's Broadcast Bureau. 

Magnuson appears to be content to have Cox wait until T. A. M. Craven's term is up 
next year. This could be interpreted as leaving the field open for Harris' man this year. It 
probably is not lost on the White House, which often needs the potent help in Congress 
Magnuson and Harris can give. 

There is no doubt that Minow would like a vote he could depend on more often. And 
it is curious that Cross has followed his own well-worn voting path, though it is tra- 
ditional for Commissioners wishing reappointment as he does to veer toward administration 
positions. 

In brief, there might be some suspicion that any swing of the FCC balance may be 
delayed for another year, that it might be Cross this year and Cox next year so the 
White House can keep powerful lawmakers happy. 



Acting under the reorganization authority newly received from Congress, the 
FCC has officially set up a review board and defined its duties. 

Purpose is to take routine matters off the loaded backs of Commissioners, and 
therefore to speed up all FCC processes. 

The Review Board will consider appeals from hearing examiners' decisions on all but 
the most important am-fm matters, and the Commission will have the right to turn down 
appeals for further review by the Commissioners, themselves. 

Starting date for the new method is 1 August, and members of the Board are Donald 
Berkemeyer, chairman, now head of Opinions and Review, Joseph Nelson, top man in Re- 
newals and Transfers Division; Dee Pincock. assistant general counsel, and Commissioner 
Bartley's engineering assistant Horace Sloane. 

Another change will permit final decisions to be made by a panel of one or more 
commissioners. 



The FCC barked, and now it has bitten. 

It recently warned against what it described as llic widespread practice of iloiihlehill- 
ing local advertisers so they could collect more than they have coming on co-op advertising 
from national advertisers. 

Now WDOV (AM-FM), Dover, Del., has been hit with a complaint alleging the 
station engaged in the practice. (Please turn to page 61) 
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Significant news, trends, buys 
in national spot tv and radio 



SPOT-SCOPE 



There's a spot tv neophyte now confined to the west coast which stations and 
reps are eyeing with national interest. 

The newcomer is MaeLeans Toothpaste, a Beecham product, testing tv spot in 
several California markets. (The account's 1961 stab at spot was a minimal $1,600.) 
It's expected that Beecham, a heavy user of the medium for Brylcreem (S139.950 in 1961) 
and Silvikrin shampoo ($21,480) will lay down a considerable chunk of coin this time in 
its effort to crack the U. S. toothpaste market. 

The account is handled out of K&E. 



Eastern Airlines probably didn't plan it that way but the entire airline indus- 
try is flying in on the coat tails of its current radio spot campaign. 

The unique Flight Facts service in 10 major markets broadcasts, every hour on the hour 
from 6 a.m. to midnight, individual reports on Eastern's own flight schedules, weather con- 
ditions, etc. Tn some cities like Chicago (WLS), Eastern's is the only service of its kind 
on the air. Designed originally to help alleviate snarls on the Eastern switchboard when 
questionable weather conditions crop up, the campaign has also cut down the wear and 
tear on telephone lines to Eastern's competitors in major cities. Listeners logic its 
a pretty safe bet that if Eastern is late leaving Miami because of fog, so will be Delta, TWA. 
eic. 

Another breakthrough on the local airwaves involves United Air Lines' outlay of an 
estimated §25,000 in the New York market. The airlines, via Aver, has picked up all 
the primary I.D.'s before and after the Yankee games on WP1X, with the contract ex- 
tending through 30 September. 

What marked the spot tv side of the business last week was the return of sev- 
eral products which haven't been around for a while. 

JHy-T-Fme, which was the biggest spot tv spender in the Penick & Ford stable last year 
($154,580) is lining up kids minutes for the fall; Lysol disinfectant, a less hefty 
user of the medium is going in for a short campaign and Edward Dalton, which spent $18,- 
960 in spot tv for INntranient last year is launching a six-months campaign. 

For details of this and other spot action of the past week see items below. 



SPOT TV BUYS 

Charles Pfizer is buying schedules for Limmits, a weight reducer, in about 20 markets. 
Placements of day and night 60's start 25 June and run till the end of the year. Agency: Wm. 
Est), New York. Buyers: Phil McGibbon and Dave Brown. 

Penirk & Ford is seeking live minutes in kids shows, with schedules to start 10 September 
and run for 10-13 weeks, depending on the market. Campaign is on behalf of My-T-Fine 
desserts. Agency: Grant. Buyer: Helen Hartwig. 

Lclni & Fink Products is buying for Lysol Spray, seeking several markets for schedules 
of minutes. Campaign starts 16 July, with prime nighttime spots running for seven weeks 
and dauime spots running for 11 weeks. Agency: Geyer, Morey & Ballard. Buyer: Marge 
Eangone. 

Bristol-Myers starts on 2 July for lpana toothpaste. Schedules of prime and fringe min- 
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SPOT-SCOPE continued 



utes are being set for six weeks via agency Doliert\, Clifford, Steers & Shenfield New York. 
Buyer is Marv Glasser. 

Edward Dalton division of Mead Johnson launches a campaign today, 18 June on behalf 
of Nutrament. Long-term runs are daytime and nighttime minutes, with 16 December the 
termination date. Agency: Kenyon & Eckhardt. Buyer: Lucy Kerwin. 

Oscar Mayer, Chicago will promote its meats with eight-week schedules of I.D.'s which 
kick off today in about 10 markets. Agency: J. Walter Thompson Chicago. Buyer: Larry 
Claypool. 

Procter & Gamble is back on the buying line for Mr. Clean. Nighttime minutes start on 
the first of next month and will continue through the P&G year in selected markets. The 
buying is being done out Tatham-Laird Chicago. Buyer: Annette Nalpede. 

H. J. Heinz will promote its baby foods division with prime breaks and fringe minutes 
starting 15 July. The campaign is for 10 weeks in several markets, but there will be hiatuses. 
Agency: Maxon, Detroit. Buyers: Marvin Berns and Bob Inman. 

Van Camp Sea Food Co. is going in for 10 weeks starting 24 June on behalf of Chicken 
of the Sea Brand Tuna. Campaign consists of nighttime fringe minutes and prime breaks. 
Agency: Erwin Wasey, Ruthruff & Ryan Los Angeles. Buyer: Dorothy Sutton. 

Pacific Hawaiian Products has lined up several top markets for a one-week run on be- 
half of its Hawaiian Punch. The drive is from 26 June-2 July, using breaks and I.D.'s. The 
account is handled out of Atherton-Privett, Los Angeles. Buyer: Jane Leider. 

Colorforms plans a big summer push based on the theme "take along Colorforms" on va- 
cations, to camp, etc. All major markets will get heavy-frequency schedules to supplement 
network. Agency: Kudner. 

Procter & Gamble is looking around for avails on behalf of Joy. There's some extra cash 
in the budget which must be spent before the end of the month. Agency: Leo Burnett, 
Chicago. 

SPOT RADIO BUYS 

Mennen is kicking off a campaign for Spray Deodorant 18 June for 14 weeks. About 25 
markets get six 30's per week in morning drive time. The client is using only the top-rated 
station for a male audience in each market. Agency: Warwick & Legler. Buyer: Joe Hudack. 



WASHINGTON WEEK (Continued from page 59) 

Of course the FCC had more complaints against the Henry Rau station than that. There 
were also allegations that the station sold commercials during time they were on the air. on 
an emergency basis and willfully falsified logs to cover up that fact. But this is the first 
time so-called double billing has gotten a station into trouble. Another novel feature of these 
proceedings is that the FCC announced it will consider whether to revoke the licenses, 
if the station is found guilty, or merely impose a fine. 

Theatre owners, unaided by broadcasters, have gone to the court of last re- 
sort, the Supreme Court, in an effort to head off the RKO Hartford pay-tv experi- 
ment. 

They hit most heavily at a contention that the FCC should have considered whether it 
must regulate rates, but which it failed to do. 



SPONSOR • 18 JUNE 1962 



61 




A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



18 JUNE 1962 Rumors on the Madison Avenue wing have it that International Playtex has 

copyriiht 1862 another agency move in the offing. 

sponsor The busines is now split between Bates and Reach MeCIinton. 

publications inc. Another report making the rounds is that a heavy industries account (this one is defi- 

nitely not U. S. Steel) is scouting around for another nest. 



Jaeoh L. Barowsky, who cashed in his Lestoil chips for several million not so 
long ago, isn't idling in the glow of his mint. 

He's hoping to do with canned chowder, expanding likewise region by region, what 
lie did with the allpurpose cleanser, via the acquisition of Jack August, Inc., in 
Northampton, Mass. Repeating history, Barowsky's buying daytime tv spots. 



The continuing exodus of longheld accounts from Philadelphia agencies to 
New York agencies must have the chapter in Philadelphia a little concerned. 

Among the recent migrants: Fels, from Aitkin-Kynett to Manoff; R. T. French, 
from Richard A. Foley to JWT; Quaker City Chocolate & Confectionery, from 
Bauer & Tripp to Donahue & Co. 

Tv could have something to do with the drift, the clients maybe wanting to be closer to the 
heart of this buying activity. 

Some day somebody will write the saga of the strange and inscrutable ways 
that many a tv series got started on the networks. 
Like, for instance: 

• The initial script not being even completed when the series was scheduled and 
offered for sale. 

• Network program eontaetiuen in Hollywood getting the runaround when 
they sought to find out from the producing studio what was going on. 

• Network people getting a squint at the opening episode often only a week 
before airing date. 

Looking back just five years ago in this business can be a source of intriguing 
contemplation. 

Take, as an example, these happenings which SPONSOR-SCOPE recorded five years 
ago this week: 

• Ford uncorked its last big splash on network radio via a CBS expenditure of 
about $5.5 million, with incidental intent to overshadow Chevrolet in that medium. 

• Ten sponsored shows in the coming fall's schedule woidd be fronted by 
name vocalists, compared to 11 featuring the art of gunslinging. 

• Maxwell House lendleased its schedule of ID's on 80 stations to Bristol- 
Myers' Ban for three summer weeks. (The stratagem hasn't been tried since.) 

• Y&R's research department took a stab at the mystery of mysteries by an- 
nouncing it was going to chart the ingredients that make for a successful tv series. 

• Pat Weaver let it be known that he had organized a Saturday night network of 
14 stations to carry an hour and a half of sponsored dance band music. (For you 
sequel sticklers: nothing happened.) 
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KDAL 

Duluth-Superior 



Plus* 



NOW 63rd IN AVERAGE HOMES DELIVERED! 



*KDAL-TV now delivers Duluth-Superior plus coverage 

in three states and Canada— through a recently completed chain 
of fifteen new, licensed "translator" stations! 

With this unique operation, KDAL's picture is clearly received by 
such distant communities as Fort William and 
Port Arthur, Ont. (211 miles), Walker, Minn. (136 miles), 

International Falls, Minn, and Fort Frances, Ont. (168 miles), 
Bemidji, Minn. (155 miles) and White Pine, Mich. (110 miles). 



This very important plus ranks KDAL 63rd 
among CBS affiliates in average homes delivered! (ARB- 



Nov. 1961) 



So take a second look at the Duluth-Superior 
plus market. It's bigger than you think! And only KDAL— serving 

over 250,000 television homes— 
x delivers it all! 



KDAL 



CBS RAOIO/TELEVISION/3 
AN AFFILIATE OF WGN, INC. 

Represented by 
Edw. Petry 
& Co., 
Inc. 




*0* »|& 



WRAP-UP 

[Continued from pope 57) 

ability of syndicated features to 

compete with network competition. 

Seven Arts points to the latest 
ARB for Nashville which reveals that 
Saturday night viewing in that mar- 
ket has jumped by 40% and Friday 
night sets-in-use increased by 9% 
since the scheduling of the Warner 
Bros, post-1950 features on WLAC- 
TV. 

MGM's "Mogambo," part of its 
post-1948 group, drew a 48% share 
of audience in Jacksonville recently, 
according to a special ARB survey. 

Sales: Allied Artists Tv's Science 
Fiction series to seven stations . . . 
Banner Films first group of 130 epi- 
sodes of Debbie Drake to four more 
stations raising the market total to 
99. Banner will also put into syndi- 
cation a second group of 130 pro- 
grams on 1 July . . . MGM-TV's "The 
Eleventh Hour," "Sam Benedict" 
and "Dr. Kildare" to P&G for fall 
showing in Canada on the CTV Net- 
work . . . Jayark Films' "Bozo the 
Clown" and "Bozo's Cartoon Story- 
book" to five additional stations, 
raising the world-wide total to 208 
and the Blockbuster features to 
seven more markets raising the total 
to 193 .. . United Artists Associated 
reports five renewals each for its 
"Popeye" and Warner Bros, cartoons, 



upping the market totals to 172 and 
169 respectively . . . Trans-Lux's new 
"The Mighty Hercules," produced by 
Adventure Cartoons for Television, 
to WBZ-TV, Boston, KDKA, Pitts- 
burgh, KPIX-TV, San Francisco, 
WPIX, New York. 

PEOPLE ON THE MOVE: Abe Man- 
dell to executive vice president of 
ITC . . . John L. O'Brien to the newly- 
created post of Latin American sales 
manager at MGM-TV . . . John David- 
son and William P. Andrews to dis- 
trict sales managers of WB's tv divi- 
sion. Davidson will have the south- 
east out of Atlanta. Anderson is cur- 
rently operating out of New York. 

Station Transactions 



Biscayne Television, which owns and 
operates WCKT (TV), Miami, has 
lodged an appeal with the U. S. 
Court of Appeals for a reversal of 
the recent FCC order challenging its 
continued right to operate the sta- 
tion. 

Niles Trammell, president of Bis- 
cayne, said that the grant under 
which the company constructed and 
has operated the station since 1956, 
has been the subject of almost con- 
tinuous litigation since that time. 

As part of its case for reversal, 
Biscayne points to station accom- 
plishments including a Peabody 



No single commission can match 
the rewards of a fiood name 

Ours is a business vitally dependent upon confidence, an asset too 
important to risk on any sale. In selling or buying a broadcast property, 
your greatest protection is lilackburn's often demonstrated willingnes- 
to reject a sale rather than risk our reputation. 
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award for documentary shows, cita- 
tions from Sigma Delta Chi and the 
Freedom's Foundation George Wash- 
ington honor medal for reports on 
Communism in the Miami area. 

West Virginia's Jefferson County now 
has its own radio station since the 
sign-on of WXVA. 

The Charles Town outlet is owned 
by Arthur W. Arundel, also president 
and owner of WAVA (AM & FM) in 
Arlington, Va. Executive vice presi- 
dent and general manager is J. 
Strider Moler. 

Call letter changes: WSHE, Raleigh 
to WLLE, reflecting the new owner- 
ship of Raleigh-Durham Broadcast- 
ing and the new all-negro format 
. . . KDUB (AM & TV), Lubbock to 
KLBK (AM & TV) . . . KRIC (AM & 
FM) to KAYC (AM) and KAYD (FM), 
Beaumont. 

Public Service 



Radio stations across the country 
are participating in a "School's Out 
— Drive Carefully" campaign. 

The Automobile Club of Southern 
California released some 1,200 tran- 
scriptions to stations for use during 
June as part of the AAA's public 
service program. The spots vary 
from 10-60 seconds. 

Public Service in Action: 

• KHOU-TV, Houston will pre- 
miere a locally-produced series in 
November called "The Magic Room," 
designed to stimulate the interest 
of young people in the liberal arts. 

• WADO, New York has launched 
a series of programs called "The 
Voice of the Firemen," personal in- 
terviews by Spanish-speaking mem- 
bers of the Bureau of Public Infor- 
mation and Education of the Fire 
depa rtment. 

> WSB-TV, Atlanta presented full 
and accurate coverage of the plane 
disaster which marked perhaps the 
darkest day in Atlanta's history. 
Sponsors waived commercial time 
on the station the day of the crash. 

• WXYZ, Detroit produced an 
hour-long, two-part documentary ex- 
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its SMOOTH SELLING with wfaa 

WFAA radio is delivering more in the big Dallas-Fort Worth 
market. Reason: It's the dependable station, the sophisticated 
station with the smooth sound. We never hide our audience 
under a bushel ... we deliver it to you for smooth selling! Call 
your Petry man for a bushel or a peck! 



WFAA-820 

RADIO f^B DALLAS 

"" 0©0™* I at (3otnhicmccafwnA(3efct&i® d all as 

^^^^^^^^^^^^^^^^^^^^^^M WFAA • AM • FM • TV — THE DALLAS MORNING NEWS 
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plaining Michigan's proposed new 
constitution. 

• WNBC, New York is running a 
10-part series examining the prob- 
lems of life in America today and 
called "Communities in Crisis." 

• WPEN, again conducted its 
"Outstanding Teenager of the Year" 
program in conjunction with the 
Philadelphia Public and Diocesan 
school systems. Winners get schol- 
arships to Pennsylvania schools and 
are interviewed on the station. 

Kudos: WTAE, Pittsburgh got the 
annual recognition award from the 



Pennsylvania State Board of Parole 
for its public affairs feature "A Debt 
To Society." 

Trade Dates 



More than 120 subjects will be cov- 
ered during RAB's upcoming series 
of Management Conferences. 

This year's series will be held in 
eight locations across the country, 
starting 10-11 September in San 
Francisco and concluding 4-5 Octo- 
ber in Fort Worth. 

Calendar: The joint convention of 



the AFA and the Advertising Assn. of 
the West is scheduled for 25 June 
at the Hilton Hotel in Denver . . . 
The American Marketing Assn. will 
gather at Cincinnati's Netherland 
Hilton on 20-22 June for its 45th Na- 
tional Conference . . . More than 70 
representatives of the National Ad- 
vertising Agency Network will gather 
at the Doardo Beach Hotel near San 
Juan, Puerto Rico, 26-30 June for 
the 31st annual Management Con- 
ference . . . The Wisconsin Broad- 
casters Assn. will hold its summer 
meeting 21 June at the Lake Lawn 
Lodge at Delavan . . . NBC TV's af- 
filiate promotion managers hold re- 
| gional meetings 17-18 June in New 
Orleans, 19-20 Jjjne in Chicago, 21- 
22 June in Los Angeles . . . The 
Fordham Advertising Club holds its 
vacation party on 21 June (12 noon) 
at New York's Rose Restaurant. 

Equipment 

At Motorola's annual distributor con- 
vention in Chicago dealers heard 

i that sales for the consumer prod- 
ucts division are more than 25% 
ahead of last year in the second 
quarter and first quarter sales were 
up 55% over the like period last year. 
Introduced at the meeting was a 

j new stereo feature called Dynamic 
Sound Focus which sharpens indi- 
vidual instrument and voice sound 

I reproduction as a projector lens 
sharpens the image on a movie 
screen. 

Motorola also announced that it 
won't introduce a color receiver at 
this time. 

Zenith has introduced its 1963 line 
of stereo and tv sets. 

In the color tv receiver area, Zen- 
ith has expanded its line to fifteen 
basic models, with suggested retail 
prices ranging from $549.95 to $1,750. 

PEOPLE ON THE MOVE: Murray G. 
Wachsman to vice president-general 
manager of Knight Electronics Corp., 
manufacturing subsidiary of Allied 
Radio Corp., Chicago . . . Charles A. 
Black, former director of marketing 
services for Ampex Corp. to assistant 
to the president. ^ 




WOR-TV OFFERS MORE AND MORE COLOR 
AS NEW YORK GOES BIG FOR TINT TV 

Robert J. Leder, WOR-TV General Manager: "Color has 
played an important part in gaining increased stature for 
WOR-TV. We believe Color TV will continue to grow, 
and that our experience as a Color pioneer will be in- 
valuable. That's why we telecast more Color than any 
other independent in the nation, and why we're planning 
even more next season." More and more, the trend is to 
Color. Get the facts today from: J. K. Sauter, RCA, 600 
N. Sherman Dr., Indianapolis 1, Ind., Tel: ME 6-5311. 



SPONSOR • 18 JUNE 1962 



DETROIT STRIKE 

{Continued from page 51 1 
newspapers, inauguration of a News- 
paper of the Air show was a practical 
move. Nevertheless. WWJ-TV cleared 
prime time and pre-empted popular 
network shows to present the pro- 
gram which featured News editors, 
reporters, and feature writers, ap- 
pearing on-camera reading the col- 
umns or reports they would have 
written for the newspaper. 

First presented as an hour-long 
program, later reduced to a half- 
hour. Newspaper of the Air was di- 
vided into several segments (e.g.. 
city-county, amusements, women's 
news, sports) with a different News 
reporter or editor responsible for 
each. 

WXYZ-TV increased its local news 
coverage by some 156 newscasts dur- 
ing the first 12 days of the news- 
paper strike. Additions were also 
made to the news staff. An extra 
film camera man and a local radio 
announcer was added to the tv news 
staff. 

Included in the special coverage 
was the televising of an important 
city-county hearing on a proposed 
city income tax. The two-hour hear- 
ing was presented by the station in a 
one-hour edited form. 

Interestingly enough, despite the 
lack of publication of the two local 
dailies — the Detroit News and the 
Detroit Free Press — the tv station ex- 
perienced an insignificant 4.3% in- 
crease in local retail advertising. The 
bulk of the emergency ad budgets 
went to radio. The reason, according 
to WXYZ president John F. Pival: 
retailers attributed the allocation to 
the easier, quicker preparation of 
radio copy. 

At WJBK-TV, the station supple- 
mented its usual daily newscasts with 
three more daytime 10-ininute news 
programs and a special nighttime 
half-hour news presentation. One 
half-hour news program appeared 
every weeknight during the paper 
shutdown in prime time — either 
8:30-9, 9-9:30, or 9:30-10. 

In charting plans for the station's 
expanded news coverage, WJBK-TV 
news and public affairs director Carl 
Cederberg pressed concentration on 
certain beats. Among others, the 
city-county building was an impor- 
tant one and WJBK-TV newsman 
Lou Miller spent the bulk of the 
shutdown period working that beat 



and making <m-<*amcra reports on j 
the area's political developments. 

Expanded news coverage also 
stretched the format enough so that 
more features could climb up along- 
side hard news stories. An absorb- 
ing film showing a store display of 
valuable crystal shared news time 
with the newspaper negotiation and 
the stock market report. 

An interesting footnote to the story 
of WJBK-TV's emergency expanded 
coverage was the way in which the 
news staff capped its efforts. The 
WJBK-TV newsmen scooped the en- 
tire city, and both wire services, with 
a bulletin announcing the end of the 
newspaper shutdown. ^ 

TvAR STUDY 

[Continued from page 41) 

are $49,350 and $137,268. This 
three-network, top-20 average is 
37.4% of the full rate. 

"Thus."' NBC states, "less than 
40 c /c of the advertiser's costs goes for 
for the purchase of the top 20 mar- 
kets. 

"A comparison of the rate and au- 
dience percentages on this basis 
shows that the top 20 actually deliver 
a bonus audience in 59 of the 65 
cases. There are only six programs 
which have an audience of 38% or 
less in the top 20 and the lowest one 
is 35%." 

The NBC report adds "that in 
these top 20 markets the average pro- 
gram derives 33 T of its audience in 
the top 20 metro county areas only. 
Interestingly, these markets in total 
account for 36 to 38% of the cost. 

"This means that the advertiser is 
paying slightly more for the metro 
area audience (where media compe- 
tition is stiffest) and, in effect, re- 
ceiving the outside area audience as 
a bonus." 

At CBS TV. a research executive 
declaimed the TvAR study as "mere- 
ly a statistical manipulation that can 
be looked at more than one way. It 
penalizes a network for doing a su- 
perior job outside of the top 20. 
Whatever a network program de- 
livers in the top 20 markets, it de- 
livers regardless of the size of au- 
dience in the other areas." 

The CBS exec, brushing aside the 
55%. also mentioned the low cost of 
network advertisers in the top 20 
markets. He, too, said that adver- 
tisers in both areas actually received 
a bonus. ^ 



Sorry, we 
don't cover 
Moscow . . . 

SPONSOR'S 

5-CITY TV/RADIO 

DIRECTORY 




. . but just about every 
other 'phone number you 
need is in SPONSOR'S 
5-CITY TV/RADIO 
DIRECTORY. 

Networks, groups, reps, agencies, 
advertisers. Film, tape, music and 
news services. Research and promo- 
tion. Trade associations (and even 
trade publications). 

All in the convenient pocket-size, 
for only $.50 from 

SPONSOR 
SERVICES 

555 Fifth Avenue, N. Y. 17 
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CHANNEL |\S WHEELING, 
SEVEN CT WEST VIRGINIA 



NEW ORLEANS' 
ONLY STATION 
WITH MOVIES 
EVERY NITE! 

BUY 
IT! 



Represented nationally by Katz 

WWL-TV 

®NEW ORLEANS 
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ft ''j artd radio 

newsmakers! 




Richard C. Landsman will head up the 
new third station in Rochester I channel 
13 I as president and general manager. Ac- 
tive in the industry for more than 20 years. 
Landsman's last station association was 
with WNFW-TV. New York, as an account 
executive. For more than ten rears he's 
heen in the rep field with Edward I'ctry 
and Katz. He was also assistant sales man- 
age! of WBAL-TV. Baltimore. In 1961 he organized the Six Nations 
Television Corp. to file an application for channel 9 in S\ racuse. 



Lee King has been elected president and 
creative director of Edward 11. Weiss. 
King, who has heen with the agency for 19 
vears. has served as senior vice president 
and creative director of the Chicago-based 
firm for the past five years. Prior to join- 
ing Weiss. King was an art director at the 
Chicago Daily News and the former Herald 
Examiner, lie is replacing Edward Weiss 
a.- president, with the latter becoming chairman of the hoar 
will continue as chief executive officer. 




Weiss 



Jack Hauser, a seasoned sales executive, 
has been named commercial manager for 
WFAA-TV. Dallas. Veteran of more than 
a dozen years in broadcasting sales, Hauser 
comes to WFAA-TV after two years with 
' A B WNBQ. Chieago. where he moved from 
^^L^Q^?^8^fl manager of sales development to sales nian- 
H x > 1 ager. Hauser joined the staff of WKY-TV. 

H^^M Oklahoma Citv, in 19-19. lie worked in all 
phases of the operation. In 1952 he joined the sales staff of KOTV. 
Tulsa, and became assistant commercial manager in 1957. 




Nick Bolton has succeeded Hubbard Hood 
as general manager of WKRC. Cincinnati. 
Bolton has been with the station as assist- 
ant general manager since 1 January of 
this year. A 10-ycar veteran of radio he 
came to Cincinnati from Yankton. S. D.. 
where he had been commercial manager 
of WNAX. For three years from 195.T 
Bolton had been affiliated with the radio 
sales office of Katz in Chicago. He spent one year as manager of 
broadcast sales of W. G. Rambcau and a year with World Wide. 
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frank talk to buyers of 
air media facilities 



The seller's viewpoint 



"It's time that agencies did more creative research on their own," says vet- 
eran broadcaster Horace Fitzpatrick. Starting with station WSLS, Roanoke. 
Virginia, as a radio salesman in 1940, Fitzpatrick was appointed commercial 
manager in 1952. lie went up the ladder: assistant manager, station man- 
ager, and in 1960 was appointed vice president for WSLS and WSLS-TV. 
An advocate of merchandising and promotion as an aid to market sales, 
Fitzgerald is currently secretary-treasurer of the Virginia Assn. of Broad- 
casters and a v.p. of the Sales and Marketing Executives Club of Roanoke. 




Broadcaster's plea for 

Rkecently sponsor carried a two-part story, "DCS&S' 
New Buying; Concept" (30 April, 7 May), which brought 
out a new concept of Doherty, Clifford, Steers & Shenfield 
in evaluating markets that show a more volatile growth 
and market potential than the average market area. 

I would like to give Sam Vitt, vice president in charge 
of media, a resounding hurrah. For far too long stations 
in this type of a market have been ignored by the figure 
filberts hecause — "Standard Metro figures say'" — "accord- 
ing to our research figures" and so on ad nauseam. 

It's time that agencies did more creative research on 
their own rather than depend almost solely on material 
from surveys that are obsolete before they are finished, or 
research findings based on an inadequate sampling of 
audience. 

Population explosions, new industrial upheavals and 
other hallmarks of health)', vital market areas are spring- 
ing up too fast for many of the measuring criteria to he 
effective. Granted, agencies cannot send research teams on 
the road full time, but certainly, given obvious facts and 
figures of expanding market areas, they could afford to 
do a more thorough job of research than retreat to the 
routine of using out-dated figures and recommendations. 

For example, our own market covering the Roanoke 
Valley has been growing steadily over the past ten years, 
making it a far more potent and influential market than 
it ever has been, yet we run across agency people still 
(juoting statistics that have been surpassed in all areas 
more than two years ago. 

Frankly, with the increase in competition for products, 
it would seem that advertising agencies would be eager to 
try out new research methods. As more and more agencies 
adopt more modern and up-dated methods such as the fly- 
ing trip the DCS&S' media team made, other agencies, in 
order to insure their clients the most effective sales value 
for their advertising dollar, are going to have to initiate 
more advanced methods for selecting quality markets. 



iore thorough research 

The degree to which some agencies fall back on the oft- 
erratic projections of research organizations can be the 
most frustrating element in tr) ing to prove out the 
\alue of an expanding market. Recently, one station op- 
erator picked up a research data book and found that 
overnight he had lost something like 35.000 homes. Homes 
that had been credited for him for over a year. Inasmuch 
as there was no overlapping of other tv stations in the 
market, he asked what had happened to the homes. To 
date he has received neither a satisfactory explanation nor 
credit for the homes which he assumes are still watching 
his tv station. This, despite the fact that his market was 
growing rapidly . 

There are countless other irritating idiosyncrasies in the 
compilation of market figures, but the most frustrating is 
the fact that these "guesstimates' are largely the basis for 
market selection, and no matter what lengths stations strive 
to provide current and accurate market research figures, 
they are usually given the jaundiced-e\ e treatment by 
many of the agency media people. 

1 hope that Mr. Vitt's unique approach to reevaluating 
boom markets becomes a trend in most of the major agen- 
cies. If does I'm sure many media experts will be amazed 
at the bonus and bargain markets thev ha\e been over- 
looking in the past few years. I'm also sure that their cli- 
ent's products will enjoy a sudden attack of sales increase* 
when they utilize these growth markets to their full poten- 
tial. 

If, as Mr. Vitt points out in his articles, the combination 
of population growth, intcrurbanization and dual market 
coverage is a prime factor in the designation of "advanced'' 
markets, then I hope other agencies take a close look at the 
WSLS-TV market which boasts all of the market criteria 
that made such an impression on the media director for 
SSC&B. This creative and unique approach to proper mar- 
ket re-evaluation should be given a closer look b\ many 
more agenc\ media people in the near future. ^ 



SPONSOR • 1P> JUNE 1962 



69 



SPONSOR 



Corporate profits and media costs 

Lyndon 0. Brown, senior v.p. at Daneer-Fitzgerald-Sani- 
plc. Iiad miiiic sobering thing.- to .-ay recently about adver- 
tising costs and their relation to business profit?. 

Brown, speaking before the ANA, surprised many in his 
audience. In -bowing that total corporate profits have not 
increased in actual dollar.- during the past 10 years, despite 
a rapidh growing population, a rapidly increasing gross 
national product, and a rising stock market. 

And net profits on sales of all American corporations have 
declined from 7.1 ( , in the 1947-51 period to 5.7 ( / ( in 1955- 
59, and 5.1', in 1960. 

Against tins rather depressing background, Brown plotted 
the cost-per-1 ,000 increases (1956-61) for such major ad 
media as newspapers, up 18.6%. magazines, up 19.5% and 
prime time network tv, up 19.4%. 

Such increa.-e.-, points out the D-F-S executive, are far 
greater than the rises in consumer costs. The Index of Con- 
sumer Coods increased only 10% between 1956 and 1962, 
the Food Products Index only 9 r /c . 

Small wonder, he concludes, that corporate managements 
are taking an increasingly hard look at ad costs. 

""Business today," says Brown, "is operating in a new cli- 
mate. The new rides of the game tell us that in the long run 
advertising expenditures and rates cannot rise except as an 
increase in advertising productivity justifies the rise. 

"This is the central challenge to advertising media. By 
finding ways to increase their productivity, and only in these 
ways can they lay a sound hasis for future growth." 

We at st'ONSOK. though we want to point out that most air 
media costs have not ri.-en as dramatically as Lyndon Brown's 
figures for prime nighttime tv (Nielsen reports a 1.5% in- 
crease for all night tv programs and a daytime drop of 
17.8% ). .-till want to applaud his general thesis. 

There can he no question that the future health of commer- 
cial tv and radio will depend on finding more effective, more 
efficient ways of using these two vital media. 

More dollar.- and cents return for advertisers will mean 
more dollar- and cents return for broadcasters. And it is the 
central fact of sponsor's unique mis-ion as a tradepaper to 
help both sides accomplish these objectives. ^ 



lO-SECOND SPOTS 

Literature: Comic Alan King re- 
marked, "1 read the Tropic of Can- 
cer the hard way — without pictures." 

Medicine: In the very funny ofl- 
Broadway revue "Fautasticks," the 
doctor comments: "The weak point 
of the medical profession is knowing 
when a man's dead. The best judge 
we have is a hat pin." 

Selling: Martha Wright, the singing 
star of "Sound of Music," told an ad- 
vertising luncheon, "Getting a man 
is like selling merchandise. \ou con- 
vince him that he's getting the big- 
gest bargain in the world, but he 
can't unwrap the package till he gets 
home." 

Actors: When a tv western star met 
with agency men last week at Mike 
Manuche's restaurant, lie made a 
dramatic entrance, then strode to the 
table as though the eyes of the world 
were upon him. Observed an account 
executive, "That fellow is such a ham. 
I'll bet he uses a clove for a collar 
button." 

Television: The Empire series is the 
newest entry among the westerns set 
for September. It stars Richard Egan 
and Terry Moore and will be spon- 
sored by Chrysler on NBC TV, i!:30- 
9:30 p.m. Unique as a western be- 
cause it is contemporary, the plots 
are built around a ranch which, much 
like several large ones in Texas, runs 
for hundreds of miles and has cattle, 
mining, lumber, wheat, and oil. ''The 
Empire series is so modern," the pro- 
ducers told the ad agency, "that the 
saloon has an advertising agency." 

Vendetta: One of Hollywood's col- 
umnists, who is reputed to never for- 
give ail) one who crosses her. slipped 
this into her deathless prose last 
week: "She had a quiet wedding with 
only the press agents of the immedi- 
ate family present." 

Banking: The ad manager of a New 
York hank prided himself more as a 
banker than an ad man and was al- 
ways calling the hank's agency to 
complain about one minor charge or 
another. When he passed away last 
week, someone at the agency com- 
mented, "lie has gone to his co- 
maker." 



To 



SPONSOR • lfi .)UNE 1%2 



HMN is TV in Sf 




KRON -TV IS 
CALIFORNIA'S #1 
TV NEWS STATION 

6 CAPTRA AWARDS 
10th Annual Competition 



•S F. CHRONICLE • NBC AFFILIATE • CHANNEL 4 • PETERS. GRIFFIN. WOODWARD . 



IN THE TAMPA -ST. PETERSBURG MARKET . 




ONE 



has the advantage! 



food Store Sales 




'WTVT's Coverage Area 
Copr. 1962, Sales Management 
Survey of Buying Power 



With WTVT you're "king" 
in the Southeast's third 
market. Jump in any di- 
rection to capture your 
portion of total retail 
sales amounting to 

$1,986,037,000* 
in WTVT's hustling, bus- 
tling coverage area. 



With WTVT's 21 county coverage and 1,563,600* population, you've got the 
advantage right across the board. And every day is bonus day because an average 
of 1,183** people move into the WTVT area WEEKLY, which means more potential 
sales for you! 

WTVT is truly "The station on the move in the market on the move." WTVT is the only 
station in the Southeast with a completely mobile videotape unit available for net- 
work or local news coverage by WTVT's up-to-the-minute-men. Make your play for 
increased sales on WTVT. .... .. _ , . r 

Honda Development Commission 




THE ST ATI 'ON ON THE MOVE 



IN THE MARKET ON THE MOVE! 



TAMPA 
ST. PETERSBURG 
CLEARWATER 

SARASOTA mm 

BRADENTON 

LAKELAND 

These cities, located in 
the populous Tampa Bay 
area, constitute the heart 
of the 21 county territory 
served by WTVT. 



WTVT 

channel 13 

TAMPA/ST. PETERSBURG 

THE WKY TELEVISION SYSTEM, INC. 
WKY-TV & Radio, Oklahoma City 
Represented by the Katz Agency 



SHARE OF AUDIENCE 44% 

Latest ARB 9:00 A.M.-Midnight 

CHECK THE TOP 50 SHOWS! 



ARB 



WTVT 

Station B 
Station C 



35 
15 

0 



NIELSEN 

WTVT 

Station B 
Station C 



39 
11 

0 



A.R.B., Tampa-St. Petersburg Metro Area, Mar. 1962, 4wk. avg 
N.S.I., Tampa-St. Petersburg Metro Area, Mar. 1962, 4-wk. avg 



